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Feeding the Brute to Discover 
Its Habits 


Bb heir as picture shows the testing-yards 
where we continually feed metal to 
the great iron-eater—rust. 


When the metal sheets have been there 
for months, the chemists and metallurgists 
examine sections: under a powerful mic- 
roscope. 


The rust resistance of ‘Armco’ Ingot 
Iron is due to its purity. Foreign matter 
that invites rust has been eliminated dur- 
ing the special process of manufacture. 


These testing-yards and our extensive 
research laboratories are indications of 
the great, unceasing care taken to main- 
tain the purity of “Armco” Ingot Iron. 


The American Rolling Mill Co. 


Middletown, Ohio 








the aameeu tha products bearing 
that mark are manufactured by The 
America © Rolling Mill Company with 
the skill, intelligence, and fidelity asso- 
Clated with its products, and bence can 
be depended upon to possess in the 
highest degree the merit claimed for 
them. The trade-mark ARMCO Is 
registered in the U. 8. Patent Office, 
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YOU CAN MAKE YOUR KITCHEN RANGE DEPART- 
MENT A REAL PROFIT PRODUCER. 


This issue of Americari Artisan and Hard- 
ware Record contains a section devoted to the 
promulgation of selling plans for kitchen 
ranges. 

These selling plans have all been tried out 
and found sucessful by the hardware mer- 
chants who tell of them in their own words, 
so that the ideas presented are of real practi- 
cal value to other hardware merchants who 
are now selling kitchen ranges or who are 
contemplating adding such a department to 
their stocks. 

One of the other important features of this 
issue is the review of the condition in this 
field as viewed by those who are on the firing 
line—the retail merchants. It will be noted 
that, generally speaking, stocks of kitchen 
ranges and cooking stoves are much lower 
than before the World War. 

Also that merchants are fast coming to see 
the advisability of concentrating their efforts 
on one or two lines, realizing that by so doing 
they can be more specific in their selling talks 
and that less money need be invested in stock 
—in other words, that the turnover will be 
larger and the resulting net profit greater. 


As one of the merchants quoted puts it, “My 
kitchen range and gas stove department is 
the most profitable one in my store.” This 
concern carrjes only two makes of ranges in 
stock, and the same holds good with any mer- 
chant who has given the matter serious con- 
sideration. There is money in selling kitchen 


ranges, but the money does not come without 
making a real effort to locate and develop 
prospects, and it is significant that in nearly 
all the selling stories we receive from our sub- 
scribers, the point of personal canvass and so- 


. licitation is strongly emphasized. 


In connection with this work, the manufac- 
turers who are up and doing extend a great 
deal of cooperation to the hardware merchant. 


American Artisan and Hardware Record is 
the first and only publication which has given 
and is giving constant attention to the devel- 
opment and promotion of the kitchen range 
business, and it is a pleasing fact to find that 
many manufacturers have come to realize that 
through the advertising pages of this publica- 
tion they have an efficient medium through 
which to reach and gain new accounts. 

This issue, by the way, contains more ad- 
vertisements of kitchen ranges and cooking 
stoves than have been carried in any one issue 
of any other trade paper for years, and this is 
due to the fact that both merchants and man- 
ufacturers find in our editorial, news and ad- 
vertising pages the sort of information that 
helps to increase the sales and profits which 
come from this line of merchandise when 
handled in a progressive manner. 

That is why they read American Artisan 
and Hardware Record. 

That is also why aggressive manufacturers 
of kitchen ranges find it profitable to buy 
space in our advertising pages. 
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Random Notes and Sketches. 


By Sidney Arnold 

















at a time when he had fifty dol- 
lars in cash and a young horse— 
and nothing more in the way of 
tangible property. 

Somehow, he could never find 
work enough to do, in which char- 
acteristic he is rather different from 
a good many fellows that I have 
met in my travels, so he was always 
ready to take on some additional 
job and responsibility. 


, one JUNGERS was married 


About a generation ago he be- 
gan designing and manufacturing 
kitchen ranges, and now, he says, 
he does not have to worry about 
not having enough to do—there is 
always plenty of it, in a stove 
manufacturing plant. 

However, John sticks to that 
name of his and with every year 
that rolls around from now on he 
is going to make himself feel one 
year younger. 

x * * 

Romance is sometimes achieved 
under difficulties, says J. W. Robb, 
se¢retary Clinton Furnace Stove 
Company, Clinton, Indiana, and he 
quotes the following examples: 

An absentminded justice of the 
peace in a small Indiana town was 
in the habit of carrying about with 
kim a slip of paper upon which 
were written the words of the mar- 
riage ceremony. He would not 
trust his memory on the subject 
and the few dollars he received in 
fees helped marvelously in the an- 
nual income. 

One day, however, at a county 
fair, he was approached by a couple 
who wished to enter the holy bonds 
and discovered to his horror that 
he had left the formula at home. 
Nevertheless he puts a brave front 
on it. 

“You wanter marry this young 
woman ?” he asked the groom. 

——_ 

“Young woman, you 
marry this feller?” 

“T do.” 


wanter 


“Then,” with a sigh of relief: “I 
pronounce you man and wife ac- 
cordin’ to the memorandum I must 
have left at home in my other pants 
pocket.” 

ok K 

That a goodly percentage of the 
people is trained by advertising ‘‘to 
accept no substitute’ is the belief 
of J. E. Ellis, secretary and man- 
ager of the Independent Stove 
Company, Owosso, Michigan. He 
cites an extreme case, as follows: 
asked a young 
“You are 


“How is this?’ 
woman of a shopkeeper. 
asking just as much for these ther- 
mometers as you did for those you 
showed me last August.” 

“Certainly, miss,” replied the 
puzzled merchant. “They’re the 
same thing. 

“They’re nothing of the sort!” 
triumphantly. “Why, those you 
showed me before had twice as 
much mercury in them!” 

* * * 


” 


In order to sell stoves you must 
convince your customers that you 
know your product, says Charles 
Gohmann of Gohmann Brothers & 
Kahler, New Albany, Indiana. He 
illustrates the statement with this 
story. 

In the days of the circuit riders, 
a preacher was on his way to Terre 
Haute, Indiana, but lost his road. 

Coming upon a small boy fishing, 
he questioned him and was soon put 
upon the right track. 

He rode on a short distance when 
it suddenly occurred to him that the 
day was Sunday and that he had 
not reproved the youth for fishing 
on the Sabbath. 

Turning about, he returned, and 
said: 

“My little man, don’t you know 
that this is Sunday and that fishing 
on Sunday is a sin? Come with me 
and I will show you the way to 
heaven.” 

The sunburned child looked up 
contemptuously at the sky-pilot. 
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“Aw blazes! 
even know the way 
Haute.” 


Why, you don’t 
to Terre 


The relation of cause to effect is 
not always clear, says Charles R. 
Binns, vice-president of the Copper 
Clad Malleable Range Company, St. 
Louis, Missouri. By way of proof, 
he submits this evidence: 

“The population of China is im- 
mense,” said the schoolmaster. 
“Every time we take a breath a 
Chinaman dies.” 

He noticed a small boy, very red 
in the face. and panting. 

“What are you doing?” he asked. 
“Killing Chinamen, sir. I hate 


em. 


R. J. Fulton, sales manager of 
the Hoosier Stove Company, Mar- 
ion, Indiana, narrates this tale of 
quick thinking: 

Jackson 
into his tiny hall one day, and al- 
most fell in stumbling upon some- 
one’s rubbers left lying about. 

“Whose ferry boats are those in 
the hall?’ he asked angrily when 
he entered the drawing room. 

“Ferry boats!” exclaimed his 
mother-in-law indignantly. “Why 
those are my rubbers. Ferry-boats, 
indeed !” 

“My dear, good ma,’ Jackson 
said hurriedly, “Who said ‘ferry- 
boats’? You misunderstood. I said 
fairy boots—you know, fairy 
boots !”” 

And then he went out and wiped 


the cold sweat from his brow. 
* * x 


came tripping merrily 


M. E. Ledlie, sales manager De- 
troit Vapor Stove Company, De- 
troit, Michigan, says that theories 
which have no facts connected with 
them are not of much value in sales- 
manship. He tells about a lecturer 
who struck a snag one day. 

“Observation is the keynote of 
success,” bawled the orator on the 
tank town lyceum circuit. ‘Why, 
I can accomplish anything by mere- 
ly keeping my eyes open and my 
mouth closed. Anything!’ 

“All right,” interrupted a rude 
voice from the rear of the hall, “let’s 
see you eat a bowl of spaghetti.” 
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Kitchen Ranges Show Great Improvement During 
Period of Past Fifty Years. 


Development in Style, Convenience, Efficiency and 
Economy of Fuel Consumption Is Continuous. 


By Jones T. Templeton, President of Western Central Association of Stove Manufacturers. 


NTIL a few years ago, it was 

the practice to say that there 
had been little development or im- 
provement in cooking apparatus for 
a long time. This was not true, 
for as one reviews the past half 
century of range building, a con- 
tinuous development is noted in 
style, convenience, efficiency and the 
fuel used. In fact, the manufac- 
turers of ranges have kept abreast 





a 








used, while the design of the pat- 
terns changed from the plain smooth 
plates with little carving upon them, 
to something quite elaborate. 
With the passing of the simple 
pattern came the Rococo style, the 
chief object of which seemed to be 
to cover all parts of a stove or range 
with the deepest possible carving. 
It was during this period that the 
steel range became a factor in the 








Figure 1—Cook Stove Manufactured About 1845 by John L. Gill, Columbus, Ohio. 
Note Drop Door on Oven. 


of the times often at great expense 
and without even a reasonable finan- 
cial reward. 

Forty or fifty years ago the mak- 
ing of a domestic range was a com- 
paratively simple matter, since the 
material used was confined to cast 
iron and the trimmings limited at 
most to a modest nickel panel with 
coal and wood as the available fuel. 
As time passed improvements were 
continually made in mechanical con- 
struction and more’and more in the 
way of trimmings was added, the 
manufacturers evidently finally vie- 
ing with each other in the amount 


industry, although its popularity as 
a home cooking equipment never 
extended into the East as it did over 
the entire West. 

The first steel ranges were heavy 
and well made, but as steel and 
sheet iron could be purchased in any 
thickness and various grades, the 
demand for steel ranges soon suf- 
fered from the manufacture of light 
and inferior goods, and the cast 
range once more became a popular 
type the country over and grew in 
favor when the Colonial style of 
ornamentation was placed on the 
market. 


The addition of gas burning at- 
tachments to coal ranges also 
marked an advance in the conveni- 
ence and desirability of the other- 
wise one fuel range. 

The advent of gas as a fuel 
opened a new field for the. range 
manufacture and permitted some 
radical changes in the design and 
construction, and the makers of 
such goods have been prodigal in 
their efforts to produce something 
economical and convenient. 

The electric range has also been 
developed and adds much to the 
comfort of the home. 

Probably the most marked change 
or improvement, at least the one 
which has attracted the greatest at- 
tention is the use of vitreous enamel 
as a finish for trimmings and in 
fact for the whole stove. 

Weall know that only a few years 
ago, the dealer was inclined to give 
his stock of ranges a back seat in 
the matter of display. I recall that 
as late as 1911 when endeavoring to 
urge a retail hardware dealers’ as- 
sociation to give more attention to 
the display and sale of stoves and 
ranges about all I could think of 
te say on the subject of display was 
to urge that all such goods be black- 
ened well and the show-room floor 
be clean. 

Today no urging is necessary to 
have the modern range form a part 
of any merchant’s most attractive 
window displays and to show them 
with beautiful hardware and highly 
finished furniture. They have be- 
come so attractive as to produce ad- 
ditional trade, for every housewife 
immediately sees the improvement 
in outward appearance and finds a 
good excuse for her desire for a 
new range when the economy and 
convenience it affords over her old 
one, is explained. 
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The development in ranges has 
disspelled the former delusions that 
the purchasers of stoves would not 
appreciate quality and that the con- 
sumers buy on price or that the ac- 
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tivities of the range manufacturer 
must be limited to meeting compe- 


tition. 


When we stop to think of it, the 
development in kitchen ranges since 


Construction of Modern Kitchen Ranges 
Much Superior to That of Fifty Years Ago. 


Improvements Have Increased Utility, Lessened 
Labor for Housewife and Cost of Operation. 


By R. S. Wood, Secretary of National Association of Stove Manufacturers. 


COMPARISON of catalogs il- 

lustrating cooking and heating 
stoves and ranges as made today 
with the catalogs of fifty years ago, 
will show wonderful improvement 
in stove construction ; not only as to 
their general character, but in the 
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Figure 2—This Is Not a Sewing Ma- 
chine, But a Gasoline Stove, 
Vintage of 1894. 
many refinements which have been 
applied to increase their utility, con- 
serve fuel, lessen labor and add to 
the comfort and pleasure of the 

housewife. 

Constant study on the part of the 
stove manufacturers has resulted in 
the production of stoves fitted with 
all modern conveniences, con- 
structed so as to insure maximum 
results and perfection of operation 
with a minimum of labor and ex- 


pense. 

Changes in style and construction 
have kept pace with changed condi- - 
tions. 





The use of gas, as a fuel, has led 
to the development of the modern 
gas cooking and heating apparatus, 
in styles suitable for all require- 
ments, artistic and serviceable. 

The combination coal and gas 
cooking ranges are exceedingly 
popular. They have been developed 
to the highest points of utility and 
convenience. They are in great de- 
mand for. “all year around” pur- 
poses as summer and winter 
“cookers.” 

Porcelain enamel applied as an 
external finish to cooking and heat- 
ing stoves is of comparatively re- 
cent origin in this country. 

The demand for enameled finish, 
bath room and kitchen appliances, 
is growing steadily and constantly 


with the result that many stove. 


manufacturers have devoted their 
energies and abilities to the produc- 
tion of stoves, finished in beautiful 
and durable enamel. 

Electric cooking and heating ap- 
pliances are being successfully in- 
troduced in sections of the country 
where electricity is produced and 
sold at moderate prices. The de- 
velopment of water power, which in 
the course of time will become na- 
tion wide, will reduce the rates for 
electricity and consequently increase 
the sale of this type of stove. 

We know not what the future 
may have in store for us; but the 
stove manufacturer may be de- 
pended upon to keep in touch with 
existing and new conditions, alive 
to the needs of the people and ready 
at all times to meet all requirements. 





A very little tombstone may tell a 
very big story. 
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their inception has kept pace with 
that in the product of any other in- 
dustry, and the American manufac- 
turers are offering today the best 
ceoking appliances in the world. 


SOUALCUAUAA TOU SETAOU 


Old Time Range Styles Look 
as Queer as Dress Fashions 
of Fifty Years Ago. 

On this and other pages are shown 
some of the ranges which were in 
use in the period from 1870 to 1goo. 

To the young merchant whose 
experience does not carry him back 
more than ten or fifteen years, these 
ranges are strange looking affairs, 
and he wonders, no doubt, what 
made manufacturers go to the ex- 
pense of putting all the fancily 
carved “ornaments” on an article 
the principal idea of which certainly 
must be its practicability. 





Figure 3.—Steel Range With Carved 
Nickel Trimmings. Fine for 
Dirt Depositories. 


But come to think of it, these 
highly ornamented styles were really 
no more strange in their day than 
were the hoop skirts and puff sleeves 
or the “bustles” of days gone by. 

Figure 1 shows a cook stove 
made about eighty. years ago by 
John L. Gill, a stove founder of 
Columbus, Ohio. It was one of the 
first cook stoves that had flues ex- 
tending under the oven and, as will 
be noted, had a drop door. The 
photograph was taken after it had 
been in use more than forty years. 

This cook stove was made of 
charcoal iron and the metal was 
brought to Columbus by canal boats. 
The front lids had handles attached 
and were called griddles. The back 
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lid was made large enough to ac- 
commodate a round, upright wax 
boiler which was in vogue at that 
time. 

It is said that Mr. Gill had to go 
through a law suit to defend his 

















Figure 4.—Here Is Another Kitchen 
Ornament According to the 

1896 Idea. 
patents, at a cost of about $10,000, 
a sum which in those days meant 
much more than nowadays. He won 
his case, but the litigation nearly 
ruined him financially. 

We are indebted for this illustra- 
tion to Allen W. Williams, Secre- 
tary of the Western Central Asso- 
ciaiion of Stove Manufacturers. 

Figure 2 shows a gasoline cook 
stove of the period of President 
Cleveland’s second administration. 

It was made by the Quick Meal 
Stove Company, Saint Louis, Mis- 
scuri. Notice the sewing machine 
frame effect. 

Figure 3 is a reproduction of a 
very fine steel range of the 1900 pe- 
riod of fashion. It was heavily or- 
namented with highly carved nickel 
plated trimmings. This range was 
made by the Hoosier Stove Com- 
pany, Marion, Indiana. 

Figure 4 is an illustration of an- 
other steel range. This one was 
manufactured in 1896 by the Quick 
Meal Stove Company, which is now 
one of the divisions of the Amer- 
ican Stove Company. 

Note the manner in which the 
water reservoir is attached to the 
range, also the heavy ornamenta- 
tion. 

Figure 5 shows a Red Star oil 
stove made in 1902 and was in ac- 
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tual steady use until 1920 when it 
was sent to the factory where it was 
made for repairs. It was equipped 
with some new burner parts and re- 
turned to the owner and is still giv- 
ing good service. 

Oscar U. Mutz, Edinburgh, In- 
diana, who sold this stove, is still 
an enthusiastic booster for Red 


Stars, which are made by the De- 
troit Vapor Stove Company, De- 
troit, Michigan. 





Figure 5.—This Red Star Oil Stove 
Has Been in Use for 20 Years 
and Is Still on the Job. 

Figure 6 is one of the earliest 
types of gas stoves made by George 
M. Clark & Company, Chicago. One 
set of burners serves to heat the 
oven and to broil the steak in the 
compartment below the oven. 





You Can Offset the Competition 
of the Stove Peddler. 


There is a good deal of queru- 
lous and bitter complaints against 
stove peddlers—particularly on the 
part of hardware dealers in the 
rural communities. 

The way to overcome this evil 
is by getting on a friendly footing 
with prospective customers and 
showing them the lasting quality 
of your responsibility as a merchant 
in the community and the perma- 
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nence of your service to them in 
comparison with the unreliability 
and complete absence of service of 
the stove peddler as well as the gen- 
eral inferiority in quality of the 
stoves and ranges usually sold by 
such peddlers. 





It Is Not a Difficult Thing 
to Sell Stoves. 

Nearly everyone is familiar with 
the trick played by the roguish ur- 
chin who went to the entrance of 
a retailer’s shop and asked him: 

“Do you keep potatoes?” 

The grocer answered: 

“Why, certainly, we keep pota- 
toes.” 

“Well, why don’t you sell them ?” 
asked the urchin. 

A similar query might be put to 
the slow-going hardware dealer, 
asking him: 

“Do you keep stoves ?” 

“Why don’t you sell them?” 

















Figure 6.—One of Earliest Types of 
Clark Jewel Gas Cook Stoves. 
One Set of Burners Serve 
Oven and Broiler. 

To sell stoves is not a difficult 
thing. 

It means finding out the people 
in your territory who need stoves 
or ranges, and then showing them 
in friendly fashion how thoroughly 
and satisfactorily you can supply 
their needs. 

This involves personal solicita- 
tion, local advertising, interior store 
displays and window exhibits from 
time to time. 
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Great Improvement Is Shown in Basic 


Material Used in Making of Ranges. 


Careful and Frequent Tests Are Helping to Pro- 
duce Iron Which Resists Corrosion and Heat. 


Written Especially for AMERICAN ARTISAN AND HARDWARE RECORD by 
J. A. Aupperle, Chief Chemist of Armco Research Department, 
Middletown, Ohio. 
from extremely light gauge sheet 
steel. The more conservative man- 
ufacturers used sheet steel of rea- 
sonable thickness and obtained fair- 

ly satisfactory results. 
The stove manufacturers, how- 


ANY years ago kitchen ranges 
were constructed almost en- 
tirely of cast iron. The sides, top 
and bottom were made from sep- 
arate pieces bolted together. Con- 
siderable trouble was encountered 
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Three Pages from Attractive Booklet Showing and Describing Important 
Features of the Matthews Malleable Range. Published by the 
Matthews-Banner Range Company, South Bend, Indiana. 





with the cracking of the top oven 
plate and to a less extent the other 
sections of the oven. The cracking 
of the top plate of the oven was 
finally overcome very largely with 
the use of asbestos cement, but the 
same trouble prevailed in the other 
sections, especially the bottom of 
the oven which could not be pro- 
tected. 

Cast iron upon repeated heating 
will expand or grow and it is ob- 
vious that those parts which would 
be heated to a greater extent than 
other parts of the oven would grow 
more and cause considerable dis- 
tortion and leaky ovens. 

About fifty years ago the idea 
was conceived that a more reliable 
metal for the manufacture of ranges 
would be wrought iron, and ranges 
were made from about 12-gauge 
material throughout which gave 
very good satisfaction. 

Then a few manufacturers saw 
an opportunity to make cheap ranges 


ever, were somewhat slow to avail 
themselves of the services of chem- 
ists and physicists in studying their 


problems. Stoves subjected to the 
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tent than when used in more or less 
continuous service. 

For this reason one of the prime 
requisites in the proper kind of 
sheets for stove material is resist- 
ance to the action of high tempera- 
ture. Laboratory observations which 
have been confirmed by practical 
tests have shown that steel forms 
several times as much scale as com- 
mercially pure iron when exposed 
to high temperatures. This is one 
of the reasons which accounts for 
this class of iron being used by more 
than 200 stove and range manufac- 
turers. 


Elimination of Impurities by Means 
of Heat. 


As in all processes of iron man- 
ufacture the impurities are elim- 
inated to as great an extent as pos- 
sible by the method employed. All 
processes of iron manufacture elim- 
inate the impurities, so that the final 
product contains as high an iron 
content as the metal contained in 
its purest state in the furnace. 


Commercially pure iron made in 
an open hearth furnace is a slag- 
less degasified* metal. The degasi- 
fication is accomplished to a very 
large extent in the open-hearth fur- 
nace, the metal being further degas- 
ified when the metal is tapped from 
the furnace and run into the ladle. 
At this stage of the operation the 
slag on account of being lighter 
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A Center Page from a Consumer Booklet on Red Star Oil Stoves. Published by 
the Detroit Vapor Stove Company, Detroit, Michigan. 


action of high temperature, wood 
acids, steam and condensation must 
meet the most severe corrosive con- 
ditions and where used intermit- 
tently, have to contend with the ef- 
fects of corrosion to a greater ex- 


floats to the surface of the metal. 
Through a nozzle of the bottom of 
the ladle the iron is allowed to flow 
into ingot molds. It will thus be 
seen that the iron is removed from 
the furnace in‘a liquid form and the 
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slag allowed to separate by gravity, 
while in several other processes of 
manufacture the iron is removed 
from the furnace in a plastic form 
which accludes a large amount of 
slag. 

The matter of producing pure 
iron in open-hearth furnaces de- 
pends upon the refining of the metal 
at gradually ascending tempera- 
tures. Where the steel-maker leaves 
off in the refining process and adds 
steel-making elements to his prod- 
uct, the refinement of the iron is 
continued, the metal not being taken 
from the furnace until by chemical 
analysis it is found to be within the 
strict specifications for this product. 
The high temperature employed and 
the increased length of time the 
metal is in the furnace makes it pos- 
sible to produce iron of high pur- 
ity and having a very low residual 
gas content. This is of extreme 
importance, if the best results are 
desired when the iron is to be used 
for vitreous enameling; steel will 
very often cause large losses in the 
enameling on account of occluded 
gases, causing imperfect enameled 
products. 

In the manufacture of commer- 
cially pure iron the temperature em- 
ployed is approximately 200 degrees 
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cent in the removal of the solid and 
gaseous impurities. The higher 
temperature and longer time in the 
furnace adds very materially to the 
cost of the manufacture of iron, 
especially as the furnace linings are 
more rapidly attacked at high tem- 
peratures. It is obvious that the 
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to learn the relative rate of corro- 
sion of various grades of iron and 
steel in ranges. Steel containing .25 
per cent copper corrodes from four 
to six times as rapidly as pure iron 
when placed in liquids containing 
iron sulphate and sulphuric acid. 
30th of these constituents will be 
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The Hoosier Stove Company, Marion, Indiana, Publishes Several Interesting 
Booklets for Distribution by Their Merchants, 


higher temperature and longer time 
in the furnace necessitates the use 
of larger amounts of fuel which 
also adds to the cost. 

One of the chief reasons for the 
superiority of pure iron is its high 
purity and freedom from impris- 
Certain types of steel 


oned gases. 
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Front Cover and Three Inside Pages of Excellent Selling Help Booklet on 
Clark Jewel Oil Stoves. Published by the George M. Clark & Company 
Division of the American Stove Company, Chicago. 


Fahrenheit hotter than is employed 
in the manufacture of steel. Iron 
has a higher melting point than 
steel, which accounts for the neces- 
sity of employing higher tempera- 
tures in the manufacture of iron. 
The process of manufacture of iron 
is prolonged approximately 25 per 


contain the equivalent of 35 to 47 
cubic feet of gas per ton of cold 
open-hearth steel. The more rapid 
attack by the high temperature on 
the steel than on the pure iron is 
explained by the large amount of 
gas even in the best grades of steel. 

Many tests have been conducted 


found in the condensate in ranges 
and are derived from the combus- 
tion of the sulphur in the coal. 
Such a test combined with a high 
temperature test, is of value in de- 
termining the suitability of sheet 
metal for range purposes. 
Corrosion tests made by hanging 
samples of various metals in flues 
have been discarded as of no sig- 
nificance, as the temperature is rare- 
ly high enough in the flue to cause 
scaling of the metal. 
Ranges Made From Enameled Iron. 
Enameling the metal used in 
ranges is more and more recognized 
as the future material for range 
Some manufacturers 
at the present time enamel parts of 
their ranges, others enamel all of 
the sheet metal, including the ovens 
and flues of combination ranges. 
There are many defects which 
the range manufacturer has to con- 
tend with when enameling sheet 
metal. Some of these defects are 
in the form of large blisters, small 
blisters, pin holes, and fish scaling. 
The defect known as fish scaling 
consists of a crescent shaped - par- 
ticle of the enamel being detached. 
Sometimes the detached particle is 
one-quarter of an inch in diameter, 


construction. 
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and other times it is very minute 
and shows as a curved speck in the 
enamel. 

“Fish scaling” of sheet metal has 
been attributed to many causes. 
Some believe it is due to a differ- 
ence in the expansion between the 
enamel and sheet metal, and that the 








ciety held at Columbus, Ohio, on 
February 21-24, 1921. Mr. Daniel- 
son showed samples: three inches 
of the pieces were cold rolled ex- 
cessively and the other three inches 
as received from the mill. These 
pieces after enameling the portion 
which had not been cold rolled, fish 
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Four Pages of Booklet Describing and Illustrating the Novel Design in Kitchen 
Ranges Manufactured by the Jungers Stove & Range Company, 
Grafton, Wisconsin. 





“fish scaling” occurs because the 
metal has contracted so far as to 
place the enamel under compres- 
sion. It has also been said that 
“fish scaling” can be caused by ab- 
sorption of hydrogen from pickling 
the sheet metal either too long or 
at too high a temperature. Others 
have attributed the “fish scaling”’ 
to the acid content of the enamel 
being too high. 


Gas Content Found Detrimental to 
Good Enameling. 

A large amount of fish scaling 
trouble has been found to be due 
to imprisoned gas in the metals. It 
rarely occurs on commercially pure 
iron which is degasified to a greater 
extent than steel. 

Goerens and Paquet have shown 
that there is a considerable decrease 
of gas in the amount of metal after 
rolling than was originally found 
in the ingot. Mueller has also shown 
that gas is given up in considerable 
quantities when steel is drilled (cold 
work), and work done by the Mel- 
lon Institute proved that cold work 
opened up the grain of the metal so 
that gas is liberated. These refer- 
ences have an important bearing 
upon the subject, as R. R. Daniel- 
son of the Bureau of Standards, 
presented a paper on Fish Scaling 
before the American Ceramic So- 


scaled, while that which had been 
cold rolled did not fish scale. Cold 
rolling of the metal would seem to 
liberate the gases from the metal, 
although, such cold rolling makes 
the metal difficult to work and pol- 
ishes the surface to such an extent 
that the enamel does not adhere as 
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importance to use pure iron which 
does not fish scale when used for 
enameling purposes. 


Enamels are being produced 
which adhere to a remarkable ex- 
tent to pure iron, even to the extent 
that the metal can be bent to a con- 
siderable degree and again straight- 
ened out without effect upon the 
enamel. Such enamels are very re- 
sistant to high temperature, con- 
densation and products of combus- 
tion. Whether such ranges are 
used continuously or intermittently, 
and irrespective of the fuels which 
are used in them the results are the 
same. 


Great strides have been made dur- 
ing the past generation in the evo- 
lution of the kitchen ranges con- 
taining one oven to the modern 
enameled iron range of the present 
day which contains several ovens, 
and which is heated by either elec- 
tricity, coal, gas, or a combination 
of these fuels, and which is equipped 
with a pyrometer and thermostat to 
automatially regulate the tempera- 
ture. The modern range has come 
to be a very important part of the 
equipment of the home and is worth 
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Gohmann Brothers & Kahler, New Albany, Indiana, Make Only One Size of 


One Type of Cast Ranges, But in Several Finishes. These 
Pages Show Their Brilliant Pointers. 


well as it does to the velvety or 
fuzzy surface found on pure iron. 

Fish scaling continues to form on 
defective enameled articles for 
months after being enameled and 
if very pronounced allows corro- 
sion to attack the bare uncovered 
metal. It is therefore of the utmost 


all the skill and effort good work- 
manship and good material can give 
to it. 





It is the wise merchant who has 
seen to it that he is-perfectly safe 
in placing responsibility on those in 
his employ. 
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Establishing an Equation Between Price and Quality 
Is One of the Main Duties of Sincere Salesmanship. 


It Is Just as Important That the Dealer Convince Himself as 
Well as His Customers of the Fairness of the Price Equation. 


NE of the chief tasks of sales- 
manship is to establish an 
equation between price and quality. 
Not only is this essential in deal- 
ing with the customer, but it is nec- 
essary to the success of the dealer 
himself. 

That is to say he must convince 
himself without resort to sophistry 
that the prices at which he is obliged 
to sell his commodities bear a rea- 
sonable proportion to the qualities 
of those commodities. 

Usually, the matter of relation of 
price to quality is considered only 
from the selling angle. 

It is seldom made a matter of 
importance in its bearing upon the 
psychology of the dealer himself. 

Now it is conceivable that there 
are retailers who are constitutional- 
ly dishonest—men who make prof- 
its through chicanery and deceit, 
who get money under false preten- 
ses, who charge top prices for shod- 
dy goods, and who have no qualms 
of conscience in doing these things. 

However, the great majority of 
retailers are men of definite ethical 
principles. 

They would spurn a wrongly 
earned dollar just as they would 
spurn a temptation to any other 
form of thievery. 

These men know from practice as 
well as from precept that honesty is 
the best policy. 

They continue in business and 
they prosper because they practice 
truth and justice in their transac- 
tions. 

Ignoring the small percentage of 
dealers who are not concerned 
about the equity of prices which 
they charge their customers, we can 
apply the thesis of equation between 
price and quality to the whole trade 
in general. 

Naturally, when a dealer buys a 
stock of stoves and ranges, he is 
keenly interested in calculating the 


amount of profit which he will de- 
rive from their sale. 

He does not give first thought, 
therefore, to the basic equation be- 
tween price and quality as bearing 
upon his customers. 

Of course, more or less vaguely 
this thought of the customer is in 
his mind when he studies how the 
selling price will affect the income 
of his store. 

It is peculiarity of successful re- 
tail merchandising that the most 
prosperous dealers are those who 
put the service of the store and its 
human relationships, its friendliness 
and fairness above costs, prices, 
and profits. 

In other words, they make these 
latter things part of the machinery 
of service and they get their biggest 
reward not from money but from 
the good will of the people whom 
they serve. ° 

In these circumstances, of course, 
profits are much greater than under 
conditions where money is always 
foremost in the mind of the dealer. 

This may be made clearer by an 
illustration. A man has an auto- 
mobile and he is taking his family 
out for a pleasant ride in the coun- 
try on Sunday afternoon. 

He will derive little pleasure from 
the trip if he keeps his mind on the 
automobile to the exclusion of the 
scenery and the refreshing air. If 
he thinks about the wear on the 
tires, consumption of gasolene, the 
depreciation of thg mechanism of 
the car, and so forth, he certainly 
will not help make the trip a holi- 
day for his family. 

The automobile is merely inciden- 
tal to the pleasure of an outing in 
this case. 

So, though it may sound insin- 
cere and illogical, the dealer who 
becomes a representative man in his 
community, is the. dealer who looks 
upon his business in the light of an 


institution for community service. 

Therefore, in the matter of es- 
tablishing an equation between price 
and quality in stoves and ranges, 
the dealer must convince himself— 
as has already been said—of the jus- 
tice and reasonableness of the equa- 
tion. 

This signifies that he must take 
into account not merely the economic 
conditions of his own community, 
but the general business factors of 
the country which modify prices in 
relation to quality. 

Just at the present time, prices of 
stoves and ranges are higher than 
they were ten years ago. 

But the question which the deal- 
er should ask himself is, “Are these 
prices in line with raw material 
market and labor costs?” 

If he is convinced that they are, 
then he can be sincere, persuasive, 
and logical in discussing the prices 
with his customers. 

He need not feel that he is in- 
dulging in sophistries or trying to 
bolster up a false position. 

In a questionnaire sent out by 
AMERICAN ARTISAN AND Harp- 
WARE Recorp to stove dealers, this 
question was the first on the list. 

It is significant that almost fifty 
per cent of the dealers who filled 
out the questionnaire gave no an- 
swer whatever to this question. 

Three dealers answered in the af- 
firmative and stated their belief that 
the present prices on kitchen ranges 
are not in line with raw material 
market and labor costs. 

Most of those who definitely an- 
swered the query expressed their 
belief that the present prices on 
kitchen ranges are not in line with 
raw material market and labor costs 
and that they are too high priced. 

Typical of the modified negative 
answers is that of H. W. Lahrsen 
of Sadorus, Illinois, who says: 

“Ranges are yet too high priced, 
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YPES of heating stoves dating back as far as one hundred and fifty years ago, They 
are part of the collection of the late Daniel Stern, founder of AMERICAN ARTISAN AND 
HARDWARE RECORD and are on permanent display in the offices of the AMERICAN: 
ARTISAN AND HARDWARE ReEcorRD, 620 South Michigan Avenue, Chicago, Illinois. 
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but labor must come down more. 
There is no comparison at all be- 
tween labor and living costs. Our 
farmer gets almost nothing for his 
product according to what he has to 
pay for his daily needs.” 

The fact that so many dealers did 
not answer the first question relat- 
ing to the equation between prices 
of kitchen ranges and raw material 
and labor costs may be taken as evi- 
dence that comparatively few have 
the time or take the trouble to study 
this question as it bears upon their 
own opinions and mental attitudes 
in merchandising. 

On the second query of the ques- 
tionnaire, namely, “How the pres- 
ent wholesale prices compare with 
those of January, 1920, with May, 
1921, with January, 1917?” there is 
not much variation of percentage in 
the answers. 

As regards comparison with Jan- 
wary, 1920, prices, most of the deal- 
ers report the reductions of about 
15 per cent and in comparison with 
May, 1921, prices a reduction of 
about 12 per cent. 

There is a considerable diversity 
of opinion in regard to the compar- 
ison of present wholesale prices with 
those of January, 1917. 

Some dealers say the present 
wholesale prices compared with 
those of January, 1917, are about 
25 per cent higher. 

The price of a kitchen range di- 
vided by twenty years of its serv- 
ice will give the cost per year. 

It is a somewhat thankless job 
to point out that many stove deal- 
ers are still somewhat under the 
spell of the war-time profits and 
are not yet sufficiently chastened by 
dull times to follow the markets 
downward and give their customers 
some of the benefit of wholesale 
price reductions. 

If we were conducting a mutual 
admiration society, it would be un- 
wise to say these things. 

But we are chiefly concerned 
with the sane and wholesome devel- 
opment of the trade so that high 
standards of ethics, good service 
and assured incomes may be all 
wrought into a single fabric of 


prosperity. 
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Introduces New Style in Kitchen Ranges 
That Appeals to Sense of Beauty and Utility. 


Jungers’ Model ‘“‘E”’ Is Said to Combine 
Good Qualities of Steel and Cast Ranges. 


HEN John Jungers started his 
foundry in Grafton, 


made up his 


stove 
Wisconsin, he had 
mind that some day the name of 
Jungers should be synonymous with 
the highest service and quality in 
kitchen ranges, and being the kind 
of man he is, he realized that only 
by making his ranges of the best 
material and in the best possible 


New Type of Kitchen Range, 





no joints—seams—or pockets. The 
entire surface can be cleaned with 
a cloth. No blacking or polish of 
any kind is required. 

One of the important features of 


Jungers’ Model “I” 


dinarily large flues, and it is stated 


is the extraor- 


that the water in the reservoir is 
always boiling hot when the fire is 
on in the range. The flues under- 





Manufactured by 


Jungers Stove & Range Company, 
Grafton, Wisconsin. 


manner could his goal be reached. 

Being of an*inventive turn of 
mind, Mr. Jungers has introduced 
several new kitchen 
ranges, and the latest model, which 


features in 


is shown herewith, presents not 
only a novel appearance but also a 
decidedly pleasing one. 

All nickel trimmings are perfect- 
ly plain and so highly finished that 
they sparkle like silver. The out- 
side casing has a beautiful satin 
finish. The entire top is highly 
polished. All four corners are 
round and seamless—no cracks— 


neath the oven extend the full 
width of the oven—consequently 
heat the oven thoroughly and even- 
ly. The flue at the back extends 
across the entire oven. There is a 
very heavy cast wall covering the 
entire back of the oven, and the 
outside steel wall is placed four 
back of the cast wall, 
19 by 4 


inches 
making the flue 15 by 
inches. 

For further information dealers 
should write to Jungers Stove & 
Company, Grafton, Wis- 


Range 


consin. 
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Range Prospects Are Where You Find Them, 
Says James A. Callow, Hardware Merchant. 


Media, Illinois, Shows Sales of One and One- 
Half Range of One Make to Each Person. 


EDIA, ILLINOIS, boasts of 

a population of less than three 
hundred persons—men, women and 
children—226, to be exact, accord- 
ing to the latest report. 

It would seem that most men 
would hesitate considerably about 
locating a hardware business in 
such a place, and especially about 
carrying a stock of kitchen ranges. 

And yet, there is a hardware mer- 
chant in that little village who dur- 
ing the past seven years has aver- 
aged nearly fifty sales each year of 
Copper-Clad malleable ranges— 
more than three hundred and twenty 
in all. 

His name is James A. Callow, 
and he has certain well defined ideas 
—based upon experience—about the 
selling of kitchen ranges, some of 
which are outlined in the follow- 
ing: 

“What success we have had in the 
selling of Copper-Clad ranges can 
be attributed to three things: hard 
work, enthusiasm, and confidence in 
the product we were selling. 

“We live in a small village of 226 
souls and it did not take us long 
to realize that if we were going to 
make a success of the hardware 
and range business in Media, it 
would be necessary to go after the 
business, inasmuch, as within a 
radius of eighteen miles, there are 
cities, one of 10,000 population with 
the third largest mail order house 
in’ the’ world located there, and 
the other, a city of 35,000 popula- 
tion. I might also mention that we 
are located but five miles from our 
county seat, a growing town of one 
thousand and that when we first 
came to Media, it was remarked to 
us on several occasions that we 
would starve to death. 

“We do not believe that any one 
can make much of a success in sell- 
ing an article unless they firmly be- 
lieve in it. We certainly believe 
the ‘Copper-Clad Malleable Range’ 
to be the ‘World’s Greatest Range.’ 


“Enthusiasm is a business getter ; 
we talk them; we push them; and 
we advertise them; until the name 
‘Callow’s Store’ and ‘Copper-Clad 
Ranges’ are synonymous. 

“We are furnished by the Cop- 
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Study the section of the Capper Clad Wall as 
pictured above. No. 1 is the grey iron inner lining 
or fire lining No. 2 is the thick layer of long fiber 
asbestos, the heat-holding material thet makes fuel 
do double duty. No. 3 isthe sheet of pure copper 
between the eweaty asbestos and outer casing or 
range body. Notice the domes or round bumpe on 
the sheet of copper See how they hold the copper 
eheet away from the range body, leaving the dry air 
space next to the range body or outer casing, as 
shown by No 4. 

As all moisture in the asbestos must escape 
toward the cold side, or away from the heat, you 
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Because THE COPPER-CLAD RANGE 
is Clad with a Sheet of Pure Copper 
Where Other Ranges Rust Out. 


OUTER BODY: DF THE 4 PLY COPPER-CLAD RANGE WALL 
. Bolts Ss CET incisions —_—_—— - 





The Copper-Clad 
Range has Four 
Walls and an air 
space like a Ther 
mos bottle. 


Then the name Copper-Clad means something to you. 


Jas. A. Callow & Company 


MEDIA, TLOLILDors. 
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buy a Copper-Clad,’ we think espe- 
cially good. We use this script on 
all our ads, statements, etc. 

“One week each year, we hold 
our Copper-Clad demonstration and 
have sold as high as thirty ranges 
in five days. We run our ads in the 
local papers two or three weeks in 
advance of our demonstration; and 
the week prior to the event, we mail 
out several hundred invitations. 
These were received from the fac- 
tory and our only expense is the 
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WHY THE NAME 


“COPPER-CLAD?” 


can understaud why the sheet of copper muet be 
between the asbestos and cold side or outer casing. 

When the moisture strikes the copper, it can get 
no farther, and as copper never rusts, it is not 
affected by the moisture. The Dry Air Space is 
almost exactly like the air space in a thermos bottle 
But for the air space in a thermos bottle it would 
not retain heat. Just so with the Copper-Clad. The 
dry air space holds heat better than solid iron even 
if an ioch thick, and ie a great fuel saver. It is 
estimated that this air space saves a shovel of coal 
at every meal, or over a thousand every year. 
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It means 
a range clad with pure copper where other ranges rust out 
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Newspaper Advertisement Used by James A. Callow & Company, Media, IIlinois. 
Original Size Was Three Columns Wide and Ten Inches Deep. 


per-Clad Range Company, all news- 
paper cuts, electros, etc.; the script 


electro. which we are using on our 
stationery “When you buy a range— 





cost of mailing. This is but one 
instance of the many services ren- 
dered by the Company in aiding 
dealers in the sale of Copper-Clad 
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malleable ranges. 

“We use a red ‘Sold’ card for 
every sale we make, giving the size, 
style of range, name and address of 
the purchaser, and the date of de- 
livery. We tack these cards on the 
walls and when a range prospect 
comes in, he finds on the list many 


AMERICAN 


ARTISAN 


Callow on a canvassing trip. He 
has stopped his machine, climbed 
over the fence with his book of 
photographs of the Copper Clad 
Malleable ranges and is talking 
them up to the farmer in the field. 
In a little while, no doubt, the two 
will adjourn to the kitchen and 
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Pages From One of the Fine Selling Helps Published by the Copper- a Mal- 
leable Range Company, Saint Louis, Missouri, Showing One of 
Their Ready-to-Use Advertisements. 


of his friends and neighbors who 
have bought Copper-Clad ranges. 

“We have two families with six 
Copper-Clads in each family and 
many more with two, three, and 
four in the family. 

“We have sold Copper-Clad 
ranges for seven years and have 
never had to take one back, and 
in that time our sales on Copper- 
Clads have mounted into the hun- 
dreds. 

“We figure that our responsibil- 
ity does not end when we receive 
the check. In fact, we have spent 
considerable in making good some 
part of a range that the customer 
thought was not satisfactory. 

“Canvassing is the best method 
of securing business that we know 
of. If we can get in the kitchen, 
even though we do not make the 
sale at that time, we can tell when 
they will be needing a new range 
by the condition of the old one, and 
eften we get the names of some 
relative or friend who is in the mar- 
ket for a range. 

“IT had the pleasure recently of 
meeting Mr. Loyd Scruggs, Pres- 
ident of the Copper-Clad Malleable 
Range Company in St. Louis. He 
is a man of extraordinary person- 
ality and a man who radiates an 
enthusiasm that is contagious.” 

In the lower illustration on this 
page two “snaps” are shown of Mr. 


have the good housewife join in 
the discussion, or maybe Mrs. 
Farmer has given Jim Callow a tip 
to talk to “the old man.” 

At any rate, it is reasonably cer- 
tain that some day, at a date fairly 


AND HARDWARE 


RECORD 37 


well established, there will be a 
Copper-Clad range in that farm- 
er’s kitchen. 

The newspaper advertisement 
shown on the preceding page is one 
of a series run some time ago in 
the Raritan, Illinois, weekly paper, 
there being no newspaper published 
in Media. As noted in the fore- 
going, Mr. Callow believes in the 
consistent use of regular advertis- 
ing, and his record of sales ought 
to be sufficient proof of the fact 
that, when properly done, adver- 
tising pays big returns—even in 
rural communities. 

Incidentally, it is worth while 
noting that Mrs. James A. Callow 
is actively engaged in boosting for 
business with her husband. We 
have a very fine letter from her 
which shows that she is ab‘e to 
“boss” the outfit when Mr. Callow 


is sick, which was the case at the 


time we had the correspondence, 
about two weeks ago. 

Here’s hoping that “Jim” 
more able to scout for Copper-Clad 
prospects. 


is once 











James A. Callow Sells a 
Range a Week All Year 
Round by Going Where the 
Prospects Are. He is Talk- 
ing With One of Them in 
This Picture. He Says It 
Pays. 
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Sell the Range to Yourself First, Says Acre; 
Then It Is Easy to Sell to Others. 


Oxford, Michigan, Hardware Merchant Conducts 
Selling Demonstration for His Salespeople. 


46Q.QUARE ACRE” they call 

him. He operates a hard- 
ware store, sheet metal and warm 
air furnace shop in Oxford, Michi- 
gan, and he conducts it on the 
square deal. principle. 

If a customer is dissatisfied with 
a purchase there is no dispute. 
Whatever the customer wants is 
done—and without hesitancy. 

That is one of the reasons why 
E. F. Acre sells “Renown” kitchen 
ranges and warm air furnaces by 
the carload. 

Another reason is that Mr. Acre 
is thoroughly sold on them, and that 
he makes sure that his salespeople 
are soid on them as well. 

In the following article he gives 
some of the principal features of the 
policy under which his kitchen 
range department is operated: 

“The first and most important 
thing to do is first to sell the com- 
plete line to yourself. Without con- 
fidence, the sale is partly lost at the 
best. We feel that we are giving 
as good a range as is manufactured. 

“The next step is to show its mer- 
its to our customer. We feel that 
each salesman should speak plainly 
and convincingly, so any help which 
we have had in our own experience 
is told to them. We call the men 
together and the three of us go over 
the range from top to bottom, ex- 
amining its construction, the weight 
of the castings and comparing it 
with ranges sold by our competi- 
tion. After this is done I have 
given a demonstration of selling 
using the men as customers. After 
the men know about it, we ask them 
for a demonstration, so they become 
accustomed to showing the stove in 
a proper manner. 

“We lead the customer by a little 
question such as “Don’t you think 
so,” or “What do you think about 
it” to enter into the examination 
with a degree of interest that we 
sometimes did not expect. ° 


“Our ranges are kept clear of 
other merchandise and the best 
ranges face the front door. They 
are attractive. 


“We never knock another line of 
ranges. If our customer says some- 
thing flattering about our competi- 
tor’s line we pay no attention to it. 
If they insist on us saying some- 
thing about this other stove that 
they have been looking at, we tell 
them frankly that we have reasons 
for not handling that particular 
stove and they could doubtless get 
a dealer who handles that stove to 
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not do better, or else why would 
we be so sure about it? 

“When we receive a carload of 
ranges and heaters we advertise it. 
A half page ad that people look at. 

“We have our ranges marked in 
plain figures which can be easily 
read. For marking we use red cir- 
cular pieces of cardboard about 2% 
inches in diameter. These are tied 
tc the warming closet with red cord 
so that they hang a couple of inches 
below the closet. When a stove is 
sold we tie on another circular 
ticket, this time white and mark the 
word “sold” on one side and on the 
other the customer’s name and ad- 
dress. 

“We have but one selling price— 
that is the cash price shown on the 
range. If the stove is sold on a 
contract, 7 per cent interest is added 























The Independent Stove Company, Owosso, Michigan, Furnishes Many Helpful 


Booklets for Their Dealers’ Use on Prospects. 


Four Good Looking 


and Interesting Pages From One of These Booklets. 


show it to them in detail. Often 
the dealer has shown them the stove 
but has not satisfied them. We in- 
vite comparison and when we feel 
that a customer is simply looking 
around we never try too hard to 
close up the deal before they look 
elsewhere. We do make a point of 
showing every convenience and 
point of economy on our range and 
then suggest to the customer that 
they go elsewhere—compare and 
assure themselves of the value and 
class of the range which we have 
shown them. We have never yet 
lost a customer by speaking in this 
way. Sometimes customers who 
had suggested that they wanted to 
look around at the other stores 
would decide at once that they could 


to the selling price. We always 
give the taper length of stove pipe 
with each range. This is all that we 
do give and no amount of persua- 
sion will change us from this deter- 
mination. 

“Our customers are always glad 
to know that they are buying a stove 
just at the same price that any other 
customer buys it. If we should give 
as much as a tea kettle they would 
think that there might be something 
else that we had overlooked or that 
they could get by fighting for it. 

“We keep a list of our customers 
and the date and style of stove 
which they purchased as well as the 
price paid. A list of fifty or more 
good representative people using our 
stoves looks good to the average 
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customer. We never have to show 
them the whole list but they usually 
see the name of some friend, and 
we always assure them that we can 
get letters of recommendation from 
every Renown range owner. 

“We never let a customer be dis- 
satisfied with a Renown range. If 
they have any complaints, we get 
in the car and go out to see just 
what the trouble may be. We have 
had very few of these complaints 
and the trouble in nearly every case 
has been in a defective chimney. As 
soon as the chimney was fixed the 
steve would operate satisfactorily. 
One time we found a stove brush 
in the back flue of the range. This 
liad evidently been dropped in at 
the factory, and as soon as we took 
this out the stove had a_ good 
draught. 

“We have taken but one range 
back and this was not because of 
any defect in the range. Our cus- 
tomer told us that he was not sat- 
isfied because our range had no 
small poker door in front. (This 
model did not happen to have one.) 
He objected because he could not 
light the fire so easily in the morn- 
ing. He said that in his old stove 
they would pile all the kindling, etc., 
in the stove, put on wood and then 
light it from the front. They sim- 
ply would not have bought our stove 
if they had of noticed this door 
lacking. 

“T said, ‘Bert, bring that range 
back in to us. We don’t want you 
dissatisfied, because some neighbor 
is going to ask you some day just 
how you like that stove.’ 

“Bert said, ‘That’s all right, but 
there is nothing wrong with the 
stove. I simply don’t like it and 
besides its second-hand now and it 
would cost me too much to turn it 
in.’ 

“My reply was, ‘Bert, bring it in. 
We will allow you the amount you 
paid and if you want anything for 
your trouble just let us know.’ 

“Well, this farmer brought the 
stove in and seemed very reluctant 
to take all of his money that he had 
paid for it. 

“About two weeks later, he came 
in and ordered a range from cata- 
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logue and said some nice things 
about us. It was so much more 
than he expected that he told the 
entire neighborhood what we had 
Result—when peo- 
ple from that vicinity want new 
ranges they think of Acre and the 
Renown line. 

“We make a point of setting up 
every range that we possibly can as 
soon as they are delivered. By do- 
ing this we know that the stove is 
level and that the pipe fits correctly. 
It also gives us an opportunity to 
show the housewife how to operate 
the drafts, how to keep the nickel 


done for him. 


clean and the polished top bright. 
We take an interest in the stove 
after it is sold, just as we did before 
it was sold. 

“When a Renown range owner 
calls us up and wants a new section 
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of a fire-back or a new water-back, 
we don’t have to worry them with 
the complete trade name, etc., as 
we have it in our record. This 
pleases them, as they feel that we 
have not forgotten that range that 
they bought five years ago. 

“One of the important 
points in our selling plan is our pro- 
spective range sales book. When 
we hear of anyone who will soon 
have to buy a range, we put their 
name down and immediately start 
sending them literature. Sometimes 
we ask the factory to forward it 
direct. We try to educate the cus- 
tomer to wanting our kind and style 
of ranges. If the customer does not 
come to the store within the time 
they have spoken of buying, we 
drive out and see them in their own 


most 


homes.” 


Factory Salesmen Will Gladly Help Retailers 


Increase Range Sales. 


West Says 


That Hardware Men Stand in 


Their Own Light When They Do Not Sell Ranges. 


Written Especially for This Issue of AMERICAN ARTISAN AND 
HARDWARE RecorpD by R. D. West. 


HERE has been much discus- 
sion in hardware circles, re- 

garding the advisability of selling 
kitchen ranges in the retail hard- 
ware stores. have 
thought that since range lines re- 
quire special effort if he would get 
his share of the business, they are 
not worth handling, but should be 
sold by the furniture stores. 

If the furniture dealer can show 
a profit selling ranges so can you. 

You can put it down in your hat 
that dealers who have thought of 
discontinuing the sale of ranges, 
either are trying to sell a range that 
is not suitable to the conditions in 
the locality where he is doing busi- 
ness, or are not using aggressive 
methods in furthering the popular- 
ity of that range, or he expects peo- 
ple to come in to his store and take 
them away from him. At any rate, 
the dealer who has thought of drop- 
ping ranges from his stock is not 
making any money with the line he 
is selling. 


Some dealers 


Ranges can be the best profit mak- 
er of all the lines handled in a re- 
tail hardware store, or they can be 
an expense. How can a dealer 
know that he is not using the right 
methods in selling ranges? How 
can he increase his range sales? 
Here is the answer. 

Use the service of the factory 
man. You may think that he is 
only a salesman as far as the man- 
ufacturer is concerned, but this is 
not the case. The traveling sales- 
man who calls on you three or four 
times a year is hired to aid you to 
sell ranges. This man has a con- 
tract with the range manufacturer 
which reads something like this: 
a to represent this Company in 
promoting the sale of —— Ranges.” 
You will not find anything like this 
in that contract: “———to go out on 
the territory and load every dealer 
up and keep him loaded.” The ma- 
jority of retail hardware merchants 
have that idea in mind, and when 
the salesman enters the store this 
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thought flashes through their mind, 
“IT must be on my guard, or he will 
load me up with ranges enough for 
eight months.” That salesman has 
this thought in mind: “I hope this 
dealer will let me help him sell more 
ranges this year.” 

The factory man is a sales pro- 
motion expert who has come to your 
store to find out why you are not 
selling more ranges. Your range 








money selling ranges, and he has 
seen many lose money, and his 
knowledge of ranges is yours for 
the asking. It is yours, or you are 
not getting all that the manufactur- 
er intended you to get. That infor- 
mation is a part of the agency play ; 
it costs you nothing, in fact, the 
salesman would be pleased to have 
you ask for it. 

Remember that this salesman is 


Sheet Metal Enamel Parts of this Range Enameled on 


“ARMCO” INGOT IRON 





This Is a Reproduction of a Streamer Furnished by the American Rolling Mill 
Company, Middletown, Chio, to Manufacturers Who Use 
Armco Ingot Iron in Their Ranges. 


business may be satisfactory to you, 
but you have not sold all that you 
might have sold. There are always 
people who need ranges; in fact, it 
has been estimated that more than 
half the people have ranges that 
will not make properly or that are 
wasteful, but only about one per 
cent will come to you and say, “I 
need a range.” In these days of 
keen competition you will have to 
get the story of your range to the 
people in some way, and convince 
many of them that they need a new 
range. 

So the next time the factory man 
enters your store, go to him with 
the difficulties that you have met in 
selling ranges. Get him back in 
some quiet part of your store, and 
insist that he go over your problems 
with you. You will be surprised at 
the result of a good talk, and you 
will find that this man is anxious 
to help you, for it will increase the 
sale of the range he is selling to the 
mutual advantage of all concerned. 

The hardware merchant has 
many lines in his store and can not 
concentrate on the sale of any one 
of them, while the factory man 
spends all of his time in devising 
ways of furthering the sale of the 
range you are interested in. He 
has seen many dealers make big 


your partner insofar as his line is 
concerned and you should not over- 
look the opportunity to use his sug- 
gestions, for as a partner he will 
not advise you wrong. Of course, 
you will have to use your own judg- 
ment as to how far to go with the 
plan he will outline. 

Much will depend on the relia- 
bility of the manufacturer he repre- 
sents. Be careful not to waste your 
time on a line which is just a range. 


Pick out the line that you are sure’ 


is the best. One that has. selling 
features that are real features. 
These selling points will enable you 
to close many sales that you would 
lose if you were not pushing a range 
that had those little things which a 
lady can’t get along without once 
you have explained them to her. 

So if you are one of those hard- 
ware dealers who have been think- 
ing of letting the furniture store 
have the range business, have a nice 
little talk with the factory man, and 
some plan will be definitely decided 
upon which will make you wish 
that you had more lines in your 
store that showed the profit that 
your ranges do. 





Hard facts do not always make 
an impression on a soft headed 
man. 


AND HARDWARE 


RECORD April 1, 1922 


Sell More Stoves by Aid of 
Temperature Regulator. 

Not even the mightiest kings of 
antiquity with all their power and 
wealth were able to secure as pal- 
atable and dainty cooking as can 
be obtained in the average home 
today by means of a modern range 
temperature regulator. 

Since we must eat in order to 
live, it is important that we get the 
most out of eating. 

Physicians tell us that nourish- 
ment derived from food depends 
not only upon the character of the 
food itself, but upon the appetizing 
way in which it is prepared. 

Savory viands work through the 
imagination and stir greater activ- 
ity in the digestive juices. 

Herein lies a strong argument for 
the dealer who is merchandising the 
latest type of kitchen ranges. 

Certainly, he can increase his 
sales by emphasizing this aspect of 
the modern cooking stove. 

For example, thousands of Clark 
Jewel ranges are being sold 
through the placing of emphasis 
upon the Lorain Regulator, which 
enables the housewife to know with 
complete accuracy the time and tem- 
perature required for the cooking 
cf all classes of food. 





Stove Pipe Enamel Helps 
Increase Profits. 

Do you sell stove pipe enamel to 
your customers? 

If you have a follow-up system 
of service, it will bring you profit 
to suggest to your stove customers 
whose stove pipe has been up a 
certain length of time that they can 
brighten up the appearance of the 
kitchen by enameling the stove pipe. 

Put in a small display of a good 
stove pipe enamel, such as “Black 
Silk,” with appropriate placards, 
and you will be surprised at the 
substantial return from this form 
cf interior advertising. 





Things that are too much for one 
man to handle can often be turned 
into a source of profit and pleas- 
ure by cooperation and organiza- 
tion. 
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Norris Holds That Kitchen Range Department 
Is the Most Profitable in His Store. 


Kankakee Hardware Merchant Builds Big 


Kitchen Range Business on Service Basis. 


K ANKAKEE, Illinois, is known 

for three reasons—first, the 
state insane asylum is located there ; 
second, Governor Small has his pri- 
vate home there. 

The third reason is that D. M. 
Norris & Son operate a very suc- 
cessful hardware business, on 20I- 
207 East Court Street in that city. 

D. M. Norris likes the town and 
the people. He feels that he owes 
much of his success to the friendly 
feeling which exists between the 
inhabitants of Kankakee and his en- 
tire organization. 

Of course, he is right in that idea 
—and he makes it a point to make 
sure that nothing happens to dis- 
turb the cordial relations which have 
been existing for so many years. 

Incidentally, Mr. Norris says 
that the stove department is the 
most profitable one in his store. 

He states in the following some 
of the reasons for the large busi- 
ness which his firm enjoys on Quick 
Meal ranges: 

“Our success in selling Quick 
Meal ranges and gas stoves has 
been due to several points not usual- 
ly carried out in towns the size of 
Kankakee. 

“The Quick Meal line, we con- 
sider exceptionally high quality and 


their business to see that the stove 
is properly connected and that the 
customer thoroughly understands 
the operations and all details be- 
fore they leave the job. 

“We employ salesmen who thor- 
oughly understand their goods, and 
who can explain all points about the 
stove—and we insist that they take 
all the time necessary, and see to it 
that they are not disturbed while 
making the sale. 

“We carry a complete line of re- 
pairs, so that a customer can al- 
ways get any part of a Quick Meal 
from our stock. 

“We have been selling Quick 
Meal ranges for 25 years and take 
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advertising they have spent during 
the previous years.” 





There Are Many Prospects for 
Oil Stoves in Your Locality. 


Practically every hardware dealer 
has people living in his trade terri- 
tory who go camping during their 
summer or fall vacations. 

Many people own small camp 
houses in which a certain amount 
of cooking is done. 

Manifestly, the permanent type 
of kitchen range would not be 
bought for camp use. 

But there are very efficient oil 
stoves which are exactly suited for 
this purpose. 

There is no doubt that the dealer 
can multiply his sales by featuring 
Quick Meal oil stoves, Danger oil 
stoves, or Red Star oil stoves, not 
only for use of campers, but- for 
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Two Interesting Pages From Booklet Printed in Colors Furnished to Dealers by 
the Quick Meal Stove Company Division of the American 
Stove Company, Saint Louis, Missouri. 


up to date piece of merchandise, and 
when a new stove is put in the mar- 





ket, it is so thoroughly tested that 
there is never any comebacks to the 
dealer, and they are always ready 
to make good any defect that might 
occur without a complicated line of 
correspondence. 

“Our sample floors are always 
very attractively arranged, and sep- 
arate from the principal part of the 
store. We pay particular attention 
to window displays—and change 
them often. We confine our ‘stock 
to two lines only and push them. 


“We carry a good and complete 
stock and always make prompt de- 
liveries, always using competent 
men for this work, who make it 


particular care of any complaints 
promptly, no matter how long a 
customer has used the stove. We 
consider service the best advertis- 
ing we have and make our customer 
feel that we are selling service with 
the stove, and carry out any agree- 
ment we make promptly and cheer- 
fully. 

“We consider the stove depart- 
ment the most profitable part of our 
business and think the cause of so 
many failures among hardware mer- 
chants to make it so is that they 
carry too many lines and change too 
often, losing all the energy and 


homes where coal stoves are used 
in the kitchen. 

In the latter cases, the oil stove 
would be explained as a warm 
weather substitute for the coal 
stove and as a means of rendering 
the kitchen less disagreeable during 
hot summer days. 





Avoid exaggerations in your pub- 
licity. Tell the truth about your 
goods in plain, simple language. 
Then when customers come in re- 
sponse to your advertisement, they 
will not be disappointed in you or 
your goods. 
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Over Four Hundred Satisfied Customers Help 


to Increase Range Business. 


Rostermundt & Kuhl, Manning, Iowa, Make 
Good Use of List of Satisfied Range Customers. 


ie MANNING, Iowa, women 
like malleable ranges, according 
to Rostermundt & Kuhl, the pro- 
gressive hardware merchants of 
that thriving little city. 

If an article has merit and there 
is the right sort of push behind it, 
a considerable number of people 
can be induced to buy it—and if 
the merchant shows the proper spir- 
it of service after the sale, the buy- 
ers will be so thoroughly satisfied 
with it that they will help the mer- 
chant to secure new customers for 
that article. 

We shall let Mr. J. Rostermundt, 
Jr., tell in his own words just how 
they developed their excellent busi- 
ness on Monarch Malleable Ranges, 
as follows: 





“When we took over the stock 
of hardware from our predecessor, 
about ten years ago, they were sell- 
ing seven different makes of ranges, 
some malleable, some cast. The 
Monarch was one of the malleables 
represented in the lot. Not having 
had much experience at this time in 
the range business we were rather 
at sea as to what policy to follow. 

“With so many different makes 
on the floor it was often hard for 
the customer to select a range with- 
out feeling that the range he did 
not buy was the one which he 
should have bought. Also when 
talking to a customer about a cer- 
tain range, we would be showing 
up the good points on the range 
while using naother make in com- 
parison and showing some of its 
weaker points, when in reality that 
was the range the prospect liked, 
thereby making it hard to sell him 
the range he wanted. 

“We decided that the best policy 
would be to keep one good de- 
pendable range and get rid of the 
others as soon as possible. As the 
greater part of our trade demand- 
ed a malleable range, we retained 
the Monarch, for the Malleable Iron 


Range Company are progressive, al- 
ways ready to better their product 
if possible. 

“We also found that the Monarch 
people were the only malleable 
range builders making their own 
castings, therefore, knowing at all 
times what materials go into their 
product. This has proven out in 
our case for at no time have we had 
to replace a single top on any of the 
many Monarchs sold—about 400 in 
all. 

“When we get a range prospect 
we mail a card to the Monarch peo- 
ple, who get busy with a series of 
follow up letters, urging the reason 
for buying and bringing out the 
good points. We can trace a great 
number of sales to this plan, al- 
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also they could talk it over with an 
every-day user, and when a satis- 
fied user does the talking it usually 
carries home. 

“We were not afraid to do this, 
for it is our-aim to have only satis- 
fied users, and we accomplish this 
by taking care of any complaint 
that comes in, no matter how small. 
This little personal service counts 
with a man who wants to buy a 
range. We still keep a record of 
the stoves sold, keeping track of the 
date and number of the range. This 
also enables us to give quicker serv- 
ice when it comes to getting repairs. 

“We use the local newspaper and 
movies for our advertising, using 
the cuts and slides furnished by the 
Monarch people. We aim to keep 
our windows neat and clean at all 
times and display Monarchs in them 
at different times during the year. 
A good display will bring in a pros- 
pect to look at the range or just to 
ask the price, and when they do it 
is an easy matter to get them inter- 
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Pages From Two Booklets Published for Dealer Co-operation by the Malleable 


Iron Range Company, Beaver Dam, Wisconsin. 


Note the 


Appeal to Woman on the Covers. 


though it takes some personal push 
for the most of them. 

“About four years ago we pub- 
lished a small booklet containing all 
the names of those who had pur- 
chased a Monarch from us. We il- 
lustrated the booklet with cuts of 
the different models and on the 
front or title page we had this word- 
ing: 

“ «Satisfied 
Ranges.’ 

“*Ask Them About the Stay Sat- 
isfactory Range.’ 

“We found this to be a good 
idea because the prospect could see 
that we had confidence in the range ; 


Users of Monarch 


ested, often resulting in a sale right 
there. We keep a good lineup of 
ranges on our floor at all times. 

“We are now buying ranges in 
lots of six, ten or as our sales de- 
mand.” 








No man ever got nervous pros- 
tration pushing his business; you 
get it only when the business pushes 
you. 





The art of selling, as it is under- 
stood and practiced by progressive 
merchants of today, is an evolution 
from crude and primitive begin- 
nings. 
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Suggestions and Plans for Window Displays. 


Instructive Examples from Exhibits in AMERICAN ARTISAN 
AND HARDWARE REcoRD Window Display Competition. 


WINDOW DISPLAY HAS 
APPEAL OF SPRING. 


When scientists shall have suc- 
ceeded in deciphering the oldest in- 
scriptions, it will be found that 
spring cleaning is one of the main 
topics. 

When the frost is out of the 
ground and the first touches of 
green begin to appear in the brown 


sward of lawns and meadows, 





This window exhibit was devised 
and put in place by Ofto J. Gress 
for the Bunting Hardware Com- 
pany, 810 Walnut Street, Kansas 
City, Missouri. 

It is an excellent example of the 
principle of window advertising 
which teaches us the profitableness 
of displaying commodities with ref- 
erence to the requirements of the 


seasons of the year. 


play, then, is in harmony with the 
rest of the arrangement. 

Although Mr. Gress has put quite 
a multitude of articles into this 
window, he has contrived to get the 
effect of a series of logical units 
made cohesive through a _ central 
idea. 

Thus, he has prevented the effect 
of overcrowding which might easily 
have been produced by less skillful 
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Window Display of White Ware, Garden Seeds, and Garden Tools, Designed and Arranged by Otto J. Gress for the 
Bunting Hardware Company, 810 Walnut Street, Kansas City, Missouri. 


comes the ancestral stirring to be 
up and thinking of house cleaning. 

During the winter things have 
almost unavoidably grown dingy. 

The industrious housewife eager- 
ly responds to the suggestion of 
brightening up the kitchen acces- 
sories. 

Imagination is briskly at work 
picturing the flowers and the suc- 
culent vegetables from the house- 
hold garden. 

So there is a timeliness and ir- 
resistible appeal in the window dis- 
play of snow white kitchen ware, 
garden seeds and garden 
shown in the accompanying illustra- 
tion. 


tools 


In springtime there is the least 
imaginable friction to be overcome 
in swinging the desires of the peo- 
ple toward the possession of just 
the kind of commodities shown in 
the window display arranged by Mr. 
Gress. 

There is an unusual freshness 
and, perhaps, a daintier note of 
melody to the song of the birds back 
from their winter sojourn in the 
Seuth. 

Bird cages are shown in this win- 
dow display and it is the experience 
of numerous dealers that it is easier 
to sell bird cages in the spring than 
any other season of the year. 

This feature of the window dis- 


and clever a disposal of the com- 
modities that are on display. 

It will be noted that a sufficient 
number of units are grouped in 
svmmetrical arrangements and thus 
the impression of unrelated and 
iniscellaneous articles is also 
avoided. 

A praiseworthy virtue of this 
window display is the generous use 
of price tags and the frank state- 
figures of the 
everything 


ment in readable 


prices of practically 
shown in the exhibit. 
As briefly described by Mr. 
Gress, “the right hand section shows 
an arrangement of tools on a back- 


ground of black broadcloth. 
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“This is an early spring window 
intended to create interest for the 
home gardener and shows seeds, 
shrubs, bulbs, wire, sprayer and the 
necessary tools needed by the home 
gardener. 

“The left section of the window 
shows one of the handsome ranges 
sold by the Bunting Hardware Com- 
pany. It is trimmed with white 
porcelain. 

“In this section of the window 
are also displayed a refrigerator 
with white porcelain and a collec- 
tion of Vollrath white ware. 

“The brass bird cages add a touch 
of color. The background is com- 
posed of cedar boxes.” 

The increase of sales of practi- 
cally every article shown in this 
window display was greater than 
the ordinary percentage of spring 
selling for’ the very simple reason 
that window advertising multiplies 
sales, especially when intensified by 
the factor of timeliness. 





Window Display Competition 
Ends in Two Weeks. 


If you have a marking pencil 
handy, put down on your desk pad 
er some other convenient place 
where it will be sure to at- 
tract your attention first thing 
in the morning a notation to the ef- 
fect that AMERICAN ARTISAN AND 
HARDWARE REcorD Window Dis- 
play Competition ends April rsth. 

Now, brother, that’s just two 
weeks away. 

Not much time, is it? 

If you haven’t your window dis- 
play photographs made and descrip- 
tions written, it means that you will 
have to get up a little steam and 
show some speed. 

For, of course, yuo don’t want to 
miss the advantages of participa- 
tion in this Window Display Con- 
test. 

Besides that, there is honor in 
winning the first or any of the other 
prizes. 

Moreover, you probably can use 
the money. 

So, you’d better get busy at once. 

In order to refresh your memory, 
read the subjoined rules and regu- 
lations governing the competition. 


AND HARDWARE 


Award of Prizes. 

The prizes will be awarded as 
follows: 

First prize, $50.00 in cash, fot 
the best photograph and description 
received of window display of hard: 
ware or kindred lines. 

Second prize, $25.00 in cash, fot 
the photograph and description sec- 
ond in merit. 

Third prize, $15.00 in cash, for 
the photograph and _ description 
third in order of excellence. 

Fourth prize, $10.00 in cash, for 
the photograph and description 
fourth in degree of worthiness. 

Conditions of Competition. 

The conditions of the competi- 
tion are as follows: 

The photograph must be accom- 
panied by descriptions of how the 
window displays were arranged and 
the materials used. 

The description is important and 
hence should be adequate. 

These photographs and descrip- 
tions may be sent by mail or ex- 
press, charges prepaid, and must 
reach this office not later than 
April 15, 1922. 

Address all photographs and de- 
scriptions to AMERICAN ARTISAN 
AND HarpwARE Recorp Window 
Display Competition, 620 South 
Michigan Avenue, Chicago, Illinois. 

Each photograph and description 
must be signed by a fictitious name 
or device and the same name or de- 
vice must be put in a sealed envel- 
ope containing the real name and 
address of the contestant. 

This sealed envelope is to be en- 
closed with the photograph. 

Contestants are permitted to en- 
ter as many photographs of displays 
as they please. 

You may enter window display 
photographs of general hardware, 
machinists’ supplies, builders’ hard- 
ware, automobile supplies, sporting 
goods, fishing tackle, house furnish- 
ings, cutlery, dairy supplies, stoves, 
ranges, warm air heaters, sheet 
metal, or kindred lines. 

A Competition Committee of 
three will be appointed. 

One of them will be an expert 
window dresser and one an experi- 
enced hardware man. 
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This committee will pass upon the 
merits of all photographs and de- 
scriptions received, without know- 
ing the names or addresses of the 
senders, and will decide the winners 
of the competition. 

AMERICAN ARTISAN AND Harp- 
WARE REcorp reserves the right to 
publish all photographs and descrip- 
tions submitted. 





Two Veteran Hardware Jobbers 
Pass Away. 

Writing from Richmond, Vir- 
ginia, under date of March 28, 1922, 
Charles H. Ireland, member execu- 
tive committee Southern Hardware 
Jobbers’ Association sends the fol- 
lowing letter telling of the passing 
away of two veteran southern hard- 
ware jobbers. 

To AMERICAN ARTISAN AND HaRpD- 

WARE RECORD: 

Swift as a weaver’s shuttle ebbs 
out life’s tides and soon the places 
that knew us today shall know us 
no more. 

Sitting in my office last Monday, 
the 20th, a messenger dropped a 
telegram on my desk which read: 

“Mr. W. A. Parker, President 
of Beck and Gregg Hardware Com- 
pany, Atlanta, Georgia, died this 
morning at 5:30.” 

So sudden! So unexpected! Only 
a week before in a letter I received 
from him he had written so bravely 
and so optimistically of his plans 
and purposes. 

Instantly there passed before my 
vision a review of these past twen- 
ty-five years during which time he 
was one of the leaders of the hard- 
ware trade in the South. He had 
always been so cheerful, always 
helpful, ever ready to spend and be 
spent for the good of the trade. Al- 
though frail of body he was strong 
in soul. I never knew him to turn 
his back upon a task or refuse an 
assignment, however hard or dif- 
ficult, if it seemed to be his duty. 

I could not allow the body of my 
friend of these thirty years to be 
buried without my being present. 
So to look upon his face and to 
speak a word of comfort to those 
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whom he loved so tenderly and de- 
votedly, I went to his home. 

Sitting in the hotel I glanced over 
the paper and was shocked again 
to see the announcement of the 
death of Mr. R. W. Peeples, Vice- 
President of King Hardware Com- 
pany. 

Standing in front of these two 
great hardware houses (among the 
most progressive and successful in 
the South), closed on the same day 
because from each had been taken 
a strong leader, and glancing across 
to the other corner and recalling 
that only a few months ago that 
highly esteemed and gallant old Con- 
federate soldier, Mr. W. A. Crum- 
ley of the Crumley-Sharpe Hard- 
ware Company, had laid down his 
earthly toil and gone out to meet 
the Judge of all the Earth, I said 
to myself, “Surely, the Lord has 
dealt heavily with this city in taking 
three of its strong leaders from its 
midst.” There is no doubt but 
what the hardware trade of the 
whole South is made poorer by the 
going away of these men. 

I crossed the thresholds of two 
of these homes where the compan- 
ions and children of each- watched 
beside their dead. My heart was 
heavy because I could speak words 
which were so inadequate to say 
what [ felt for them for I, too, was 
a mourner. 

I was reminded that to me had 
come a great loss—the loss of three 
good friends. I was brought back 
to the realization of this sad truth 
—that I hadn’t a friend to lose. 
Men of my time of life do not make 
friends. Acquaintances? Yes, I 
know—but friends! Triends are a 
growth of years and are those who 
have shared our experiences. Each 
of these three men was my friend. 

One sleeps in the cemetery where 
the flowers have faded; the other 
was borne to his boyhood home in 
the West; while the other was laid 
beneath the jonquils and lilies of the 
valley as the sun was sinking in the 
golden west and the preacher, in 
tender voice, proclaimed: 

“Earth to earth, ashes to ashes, 
dust to dust, until the resurrection 
in the last day when those who sleep 
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in the Christ will arise again unto 
the resurrection of life eternal. 
Peace to their ashes; they wrought 
truly and well; their examples are 
worthy of emulation. May the God 
of all Grace comfort those whom 
they have left behind.” 
Faithfully yours, 
Cuas. H. IRELAND. 





Hardware Manufacturers Move 
to New Headquarters. 

The headquarters of the Ameri- 
can Hardware Manufacturers’ As- 
sociation have been moved to the 
Gotham National Bank Building, 
1819 Broadway, New ‘York City. 

Preparations have been complet- 
ed by the Association for its An- 
nual Spring Meeting, April 18, 19, 
20 and 21, 1922, at St. Charles Ho- 
tel, New Orleans, Louisiana. 





Statement of the Ownership, Manage- 
ment, Circulation, Etc., Required 
by the Act of Congress of 
August 24, 1912, 


Of AMERICAN ARTISAN AND HARDWARE 
Recorp, published weekly at Chicago, 
Illinois, for April first, 1922. 

State of Illinois, County of Cook.—ss. 


Before me, a notary public in and for 
the State and county aforesaid, person- 
ally appeared Etta Cohn, who, having 
been duly sworn according to law, de- 
poses and says that she is the business 
manager of the AMERICAN ARTISAN AND 
HarpDWARE Recorp, and that the follow- 
ing is, to the best of his knowledge and 
belief, a true statement of the owner- 
ship, management (and if a daily paper, 
the circulation), etc., of the aforesaid 
publication for the date shown in the 
above caption, required by the Act of 
August 24, 1912, embodied in section 
443, Postal Laws and _ Regulations, 
printed on the reverse of this form, to 
wit: ° 

1. That the names and addresses of 
the publisher, editor, managing editor, 
and business managers are: 

Publisher, Estate of Daniel Stern, 620 
South Michigan Boulevard, Chicago. 

Editor, Richard Moreno, 620 South 
Michigan Boulevard, Chicago. 

Editor, A. George Pedersen, 620 South 
Michigan Boulevard, Chicago. 

Business Manager, Etta Cohn, 
South Michigan Boulevard, Chicago. 

2. That the owners are: (Give names 
and addresses of individual owners, or, 
if a corporation, give its name and the 
names and addresses of stockholders 
owning or holding 1 per cent or more 
of the total amount of stock.) 

Sole owners—Estate of Daniel Stern, 
Leo Koretz and S. Westerfeld, trustees, 
620 South Michigan Boulevard, Chicago. 

3. That the known bondholders, mort- 
gagees, and other security holders own- 
ing or holding 1 per cent or more of 
total amount of bonds, mortgages, or 
other securities are: (If there are none, 
so state.) 
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There are neither bonds, mortgages 
nor other outstanding liabilities against 


AMERICAN ARTISAN AND HARDWARE 
RECORD, 
4. That the ‘two paragraphs next 


above, giving the names of the owners, 
stockholders, and security holders, if 
any, contain not only the list of stock- 
holders and security holders as they ap- 
pear upon the books of the company but 
also, in cases where the stockholder or 
security holder appears upon the books 
of the company as trustee or in any 
other fiduciary relation, the name of the 
person or corporation for whom such 
trustee is acting, is given; also that the 
said two paragraphs contain statements 
embracing affiant’s full knowledge and 
belief as to the circumstances and con- 
ditions under which stockholders and se- 
curity holders who do not appear upon 
the books of the company as trustees, 
hold stock and securities in a capacity 
other than that of a bona fide owner; 
and this affiant has no reason to believe 
that any other person, association, or 
corporation has any interest direct or in- 
direct in the said stock, bonds, or other 
securities than as so stated by him. 


Erra Coun, 
Business Manager. 
Sworn to and subscribed before me 
this 28th day of March, 1922. 
JosEPHINE L. SCHROEDER, 
[SEAL] Notary Public. 
(My commission expires May 20, 1924.) 








Conventions for April 











North Carolina Sheet Metal Contrac- 
tors’ Association, Greensboro, North 
Carolina, April 6, 1922. George L. Ray, 
Secretary, Charlotte, North Carolina. 

American Hardware Manufacturers’ 
Association, Spring Meeting, St. Charles 
Hotel, New Orleans, Louisiana, April 18, 
19, 20, and 21, 1922. Frederick D. Mitch- 
ell, Secretary-Treasurer, 1819 Broad- 
way, Gotham National Bank Building, 
New York City. 

Southern Hardware Jobbers’ Associa- 
tion, St. Charles Hotel, New Orleans, 
Louisiana, April 18, 19, 20, and 21, 1922. 
John Donnan, Secretary, Richmond, Vir- 
ginia. 

Old Guard Southern Hardware Sales- 
men’s Association, New Orleans, Louisi- 
ana, April 19, 1922. R. P. Boyd, Secre- 


tary-Treasurer, Knoxville, Tennessee. 
National Warm Air Heating and 
Ventilating Association, Hotel Win- 


ton, Cleveland, Ohio, April 19 and 20, 
1922. Allen W. Williams, Secretary, 
Thompson Realty Building, 52 West 
Gay Street, Columbus, Ohio. 

Sheet Meta! Contractors’ Association 
of Texas, April 24 and 25, 1922, Rice 
Hotel, Houston, Texas. J. O. Walsh, 
Secretary, 206 Bedell Building, San An- 
tonio, Texas. 

Missouri Sheet Metal Contractors’ As- 
sociation, Joplin, Missouri, April 28, 
1922. Otto E. Scheske, Secretary, 2725 
Morgan Street, St. Louis, Missouri. 





The clerk who thinks more about 
the way the outside of his head 
looks than about what he is putting 
inside of it is not destined to get 
very near the top. 
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Study and Interpretation of Advertisements. 


You Can Make Your Advertisements More Gainful by Avoiding 
the Faults and Profiting by the Good Qualities of Others. 


In the original, the advertisement 
of Raabe and Mauger occupied a 
space 834x4% inches in the Albu- 
querque Journal, Albuquerque, New 
Mexico. 

The illustration takes up approxi- 
mately one-half of the entire area 
within the border lines. 

The picture of the Stewart range 
gives a clear idea of its construc- 
tion and principal features. 

It has none of the appearances of 
a cheap product. 

There is no necessity, therefore, 
for withholding quotation of its 
price in the advertisement. 

This is not said by way of picking 
flaws in this well-designed adver- 
tisement, but for the purpose of 
showing how its selling appeal could 
be strengthened. 

The argument in the headlines of 
the advertisement is tersely and ef- 
fectively set forth. 

Moreover, it is direct, by reason 
of the fact that it uses the pronoun 
“you” instead of the less forceful 
we.” 

“Lasting stove satisfaction” is, be- 
yond question, the very pith and 
marrow of selling logic. 

In the general run of purchases, 
the main motive of the buyer is sat- 
isfaction in some form or other. 

Indeed, all the improvements and 
conveniences of life in our day are 
primarily intended to give satisfac- 
tion. 


«e 


No matter how good an article 
may be, if it does not satisfy the 
purchaser, it falls short of fulfilling 
the essentials of adequate merchan- 
dise. 

In the advertisement under con- 
sideration, the argument of lasting 
satisfaction is rightly linked with 
the assurance of comparatively low 
price. 

This is the part of the advertise- 
ment, however, which is not suf- 
ficiently conclusive. 

Everywhere people receive as- 
surances of fair prices. 


But to a considerable extent they 
themselves must be the judges of 
the fairness of prices. 

When they are not given definite 
figures with which to form judg- 
ment, they are asked to take the 
word of the advertiser for the price. 

Naturally, the advertiser is con- 
cerned with getting the largest pos- 
sible profits in the sale of his com- 
modities. 

Therefore, what he may consider 
a comparatively low price may not 





When Y ou Buy a Stewart 
Heater, Base-Burner or Range 
You Buy Lasting Stove Satisfaction 


The comparcdtively tow proce of Stewart beaters, base-borners 
and ranges ty dec primarily to the tact that the Stewart poople 
sre one ef the largest stéfe manafacturers in the country 
Quantity protection aad quantity selling reduces the peice to 
sow Frether big advantage in sclecting! your stovée at 
esbe and Mauger’s is the fact that on our spactons Mom ts 
displayed (he lartest a-sortiment of stoves, heaters aud ranges 
im the state Aud joa kauw that real stove coonomy depends 
largely epom eclecting Just cxeetly the rigit stove for your 
requircments. 











Shove is testrated a very popular Maewart rence There ane 
Yeraer and smaller range. on dbplias—there i eRe te mect 
YOUR requirement< and YOUR pura, 


RAABE @ MAUGER. 


“IF IT’S HARDWARE WE HAVE IT” 
First.and Copper Phone 74 











so be estimated by his prospective 
customers. 

They have before them definite 
price quotations in other advertise- 
ments of the same commodity. 

Consequently, in many instances, 
they will not take the trouble to 
visit the establishment of the mer- 
chant who offers them “compara- 
tively low prices” without giving 
them precise statements of what the 
price really is. 

The competitor who plainly sets 


forth the price in dollars and cents 
is likely to have the first call from 
them in search of the articles which 
they desire to purchase. 

Now, the firm of Raabe and Mau- 
ger states in the advertisement un- 
der discussion that it has the largest 
assortment of stoves, heaters, and 
ranges in the state of New Mexico 
on display. 

It would be unreasonable to argue 
that they should mention the prices 
of all the stoves in the assortment. 

On the other hand, in this par- 
ticular advertisement one type of 
range is illustrated. 

The price of this particular type, 
at least, should be plainly set forth 
with the explanation that the other 
stoves and ranges in the large as- 
sortment may be had at proportion- 
ately reasonable prices. 

By doing so Raabe and Mauger 
would give the prospective buyer 
definite. material for the basing of 
judgment upon the reasonableness 
of the price which he would have to 
pay for this high grade range. 

Instead of saying, “There is one 
tc meet your requirements and your 
purse,” it would be better to say: 
“Prices range from such and such 
a figure to such and such a figure,” 
and then add the sentence, “There 
is one to meet your requirements 
and your purse.” 


* * x 


A considerable number of the 
people who read your advertise- 
ments are interested in you only to 
the degree in which you can serve 
them. Therefore, you should word 
your advertisements in such a way 
as to emphasize what you are pre- 
pared to do for them. 


*K * * 


Avoid too dignified and formal 
a tone in your advertisements. Try 
to use the same style that you use 
in talking across the counter to your 
customers. 





— 

















47 


Facts of Warm Air Heating and Ventilating. 


Reports of Progress in Warm Air Heater Research Work. 
Ventilating Factories, Theatres and Other Buildings. 


States Minimum of Ventilation 
for Motion Picture Theaters. 

Writing in the Kinematograph 
Weekly, London, England, A. 
Fleming Browne gives his opinion 
of the amount of air needed per 
person in motion picture theaters, 
as follows: 

As regards the quatity of air 
which is necessary, this should be 
based upon the seating capacity of 
the building, taking into considera- 
tion at the same time the design of 
same, and the cubic contents. 

A lofty building may not require 
such generous supply of fresh air 
as one with a comparatively low 
roof. 

The minimum volume, in _ the 
writer’s opinion, is about 1,000 cu- 
bic feet per hour per person, and 
the maximum about 2,500 cubic 
feet, the air entering the theater at, 
say, 60 to 65 degrees Fahrenheit. 

The relative humidity of the air 
admitted is also a factor in deter- 
mining the quantity of air most 
desirable. 

It should also be remembered 
that, apart from enhancing the com- 


fort of the audience, mechanical 
ventilation, by removing the smoke, 
renders the atmosphere clearer and 
better projection can be accom- 
plished; sweating of the screen is 
also largely prevented. 





Returns to Warm Au 


Heater Business. 
After having been 
with the McEwen-Walden Heating 
Company of Kansas City, Missouri, 
for a number of years as president 


connected 


and general manager, W. L. Mce- 
wen recently disposed of his in- 
terests in that company. 

However, he felt so strongly the 
attraction of the trade that he has 
again entered the warm air heater 
business at the Southwest corner 
of 15th and Brooklyn, Kansas City, 
Missouri, under the firm name of 
McEwen lIurnace Company. 

The partners in the new organi- 
zation are C. A. McEwen, who was 
formerly salesman for the McEwen- 
Walden Heating Company; H. E. 
Chapple, for many years associated 
with the Prest-O-Lite Company, 


and W. L. 


McEwen. 


Turton Makes Comments on Some of the 
Answers in the Warm Air Heater Special. 


He Analyzes Formula for Rating Capacity and Efficiency, and 
Indicates Need of Including Factor of Radiating Surfaces. 


Written Especially for AMERICAN ARTISAN AND HARDWARE RECORD by 
George W. Turton, Belleville, Illinois. 


HAT Warm Ajr_ Heater 
Special was a_ humdinger. 


Ever since its publication I have 
been humming away at it trying to 
ding into my noodle all the facts 
and fiction it contained. 

Having masticated it all and find- 
ing some things I can not digest, I 
am going to consider it my privi- 
lege to make a few comments. 

Any criticisms I make shall be 


with a constructive intention and 
all contributors I’m sure will so con- 
sider them. 

The pipeless pulse of the furnace 
dealers is quite easily read by the 
answer to the question sent out by 
the AMERICAN ARTISAN AND 
HarpWArRE Recorp, “To what kind 
of buildings is the pipeless best 
suited ?” 

To be sure it is best suited to a 


one-room building; but the replies 
indicate that it was considered in 
a broader view as was intended. 

I notice several of the replies say 
the small cottage or one story 
bungalow with three to five rooms 
is the best for a pipeless. 

The average house of that kind 
would have less than 10,000 cubic 
feet of space. Many pipeless heat- 
ers have a capacity of more than 
20,000 cubic feet. 

If a heater half the size will heat 
the small house, why won't the 
larger heater warm a house with 
rooms twice the size. 

Then what is the foundation for 
the small-house idea? 

That is an error. The principle 
is the same regardless of size. 

All other factors being favorable, 
the larger the space, larger the 
heater required is all there is to it. 

The belief that a one-story build- 
ing is the best suited is also an 
error. ‘The average house is six 
to eight rooms. All on one floor 
this will cover quite a ground space. 

At least two of the rooms are apt 
to be secondary to the location of 
the heater. 
first floor which means more pri- 


Sleeping rooms are on 


vacy—more closed doors. 

And it requires much more en- 
ergy to force heat horizontally over 
this space than to allow it to rise 
according to its nature to the same 
size space above. 

Hence is it net quite apparent that 
a two-story eight-room house is 
easier to heat with a pipeless than 
the same space all on one floor? 

Results from actual installations 
in dozens of both such houses have 
proven the statement. 

Open stairways, someone says 
are the most favorable to the pipe- 
less. I’m going to throw a wrench 
into the gears by telling you, be- 
ware of the open stairway! I can 
hear you murmer: “He’s a nutt!” 


(To Be Continued.) 
e 


—— —-_-—~* 
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Practical Helps and Patterns for the Tinsmith. 


Aids to the Improvement of Craftsmanship and Business. 
News from Various Branches of the Sheet Metal Trade. 


ASSEMBLING 
AUTOMOBILE BODIES. 
' By O. W. Kothe, Principal St. 
Louis Technical Institute, St. Louis, 
Missouri. Written cspecially for 
American Artisan and Hardware 
Record. 

In this drawing we show a 
method used by one shop in as- 
sembling automobile bodies, espe- 


Below at sectional drawing I, we 
show how one edge is offset so as 
to permit the second edge to lay in 
and present a flush appearance on 
the outside. 

Observe a sharp medium-sized 
punch is used for prick punching 
the holes. In the rivet is set in as 
in position 2. 

Observe how the burred edge 


dolly bar sets against the rivet and 
a very round faced hammer, a claw 
hammer in this case, is used for 
riveting, so that no sharp bruises 
are put in the metal. 

Then position 4 at the bottom of 
drawing shows how the joint looks 
when it is riveted up. 

These seams are made very care- 
fully, placing the rivets at close in- 







































































Claw hammer has a 


good nose for riveting, 


























cially where seams must be made 
to present a finished appearance. 
Our elevation sketch shows where 


a seam was made and the rivets. 
. 


Assembling Automobile Bodies. 


holds the rivet and enables riveting 
from the outside to make a flush 
joint. 

The position 3 shows how the 


tervals and riveting them as not to 

stretch the metal causing buckles. 
When the joint is done, it is well 

hammered over to take out all hills 
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and hollows after which it is sol- 
dered from the outside. 

All the surplus solder is scraped 
off thus leaving a perfectly smooth 
joint that to all outside appearance 
is not visible. 

The automobile paint shops have 
become quite artistic in filling in 
slight defects in automobile bodies. 

They first give a coat of filler, 
which fills in all the uneven parts. 
This is well smoothened out and 
rubbed before the paint is dry. 

But still a person must be very 
careful in assembling such work, as 
a person can not always rely on 
the expertness of the painter. 





Texas Sheet Metal Contractors 
Get Ready for Convention. 

Practically all arrangements have 
been perfected for the Second An- 
nual Convention of the Sheet Metal 
Contractors of Texas which is to be 
held April 24 and 25, 1922, in Rice 
Hotel, Houston, Texas. 
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Problems of trade expansion will 
receive special attention during the 
sessions of the annual meeting, and 
liberal use will be made of the Ques- 
tion Box as a means of bringing out 
helpful exchange of ideas and meth- 
ods. 





Trade Development Committee I's 
to Show Work at Indianapolis. 


Among the exhibits at the annual 
convention of the National Associa- 
tion of Sheet Metal Contractors, 
May 16 to 19, in Indianapolis, In- 
diana, will be shown a graphic dis- 
play of the work thus far accom- 
plished by the Trade Development 
Committee of that organization. 

“The several branches that are be- 
ing pushed will show substantial 
progress and there will be cause for 
satisfaction as well as critical analy- 
sis,’ writes Paul F. Brandstedt of 
Washington, D. C., chairman of the 
Committee. “The one point we 
must dwell on at this time is that 


the members who are called upon 
to do something must respond will- 


ingly.” 





Senate Office Building I's 
Roofed with Copper. 


The United States Senate office 
building in Washington is roofed 
with copper, according to a bulletin 
of the Copper & Brass Research 
Association, New York City. 

This roof was laid twelve years 
ago. It contains about 100,000 
pounds of copper, and the estimated 
cost is approximately $40,000, in- 
cluding the expense of installation. 

The metal in this roof is today 
in perfect condition. Actual repairs 
to the roof to date have cost less 
than $3,500—not I per cent per year 
of the total cost of the copper roof. 

None of the damage that has oc- 
curred to this roof has been due to 
the metal itself, or to faulty appli- 
cation. It has arisen from entirely 
outside sources. 
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Convention of lowa Sheet Metal Cusheaten Shows 
Their Close Fellowship with Salesmen’s Auxiliary. 


President Barquist Reports a 400 Per Cent Membership Increase 
Which He Attributes in Great Measure to the Auxiliary’s Work. 


RACTICALLY every section of 
the broad State of lowa was 
represented by alert and energetic 
craftsmen at the Second Annual 
Convention of the Iowa Sheet Metal 
Contractors’ Association, held 
March 29 and 30, 1922, in the Ho- 
tel Russell-Lamson, Waterloo, Iowa. 
On their arrival the delegates 
were greeted with the utmost cor- 
diality by the members of the Hard- 
ware and Sheet Metal Dealers’ As- 
sociation of Waterloo. 

The Entertainment Committee of 
the Waterloo Association, consist- 
ing of N. A. Lichty, W. D. Kramer, 
H. D. Cowles, and L. E. Glaza, 
made every visitor feel as if he 
were a long lost brother coming 
home with rare gifts for the fam- 
ily. 

These manifestations of welcome 
were not actuated merely by con- 


ventional politeness. They were the 
expression of a deeply rooted 
friendship in the very fiber of the 
Waterloo Hardware and Sheet 
Metal Dealers. 

Unlike the procedure at many 
gatherings, the greetings of the En- 
tertainment Committee were rein- 
forced by a heart-warming fellow- 
ship in the rank and file of the en- 
tire organization. 

It was a reception which every 
man from out of town attending 
the Convention will be certain to 
cherish as one of the most pleasant 
memories of his life. 

Wednesday, March 29, 1922. 

The Convention was called to or- 
der by C. M. Berkley, President of 
the Hardware and Sheet Metal 
Dealers of Waterloo, lowa, whose 
organization acted as host to the 
visiting delegates. 


An address of welcome was de- 
livered by M. L. Bowman, Secre- 
tary of Greater Waterloo Associa- 
tion. 

Mr. Bowman declared that Iowa 
is on the way back and is bringing 
business back with it. 

“Farming is now returning to a 
sound basis,” he declared, “and 
other business will follow. 

“The fellow who fights is the one 
who gets there,” said Mr. Bowman. 
“The fellow worthwhile is the one 
who realizes that the sun is shining 
fine and bright behind the clouds.” 

An appropriate response to the 
address of welcome was made by 
H. L. Barquist, President Iowa 
Sheet Metal Contractors’ Associa- 
tion, who mentioned with pride the 
fact that during the past year his 
Association had increased its mem- 
bership 400 per cent. 
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This phenomenal growth in mem- 
bership, he said, was due in a great 
measure to the efforts of the Job- 
bers’ and Salesmen’s Auxiliary of 
the Iowa Sheet Metal Contractors’ 
Association. 

President Barquist then appointed 
the following committees for the 
work of the Convention: 

Credentials Committee: CHARLES 
BrouiLtet of Dubuque, and Joun 
G. Wricut of Waterloo. 


Auditing Committee: Harry 
SrpoHr of Marshalltown; R. T. 
NortuHup of Fort Dodge; and 
JaMEs R. Rue of Northwood. 


Resolutions Committee: N. W. 
Houser of Cedar Rapids; AuGust 
MUELLER of Webster City; and 
J. A. BackMAN of Des Moines. 

The afternoon session began at 
1:30 o'clock. After the roll call and 
reading the minutes of the previous 
meeting, George W. Huntley, Pres- 
ident Cutler Hardware Company, 
Waterloo, gave an instructive ad- 
dress on “Brighter Days of Busi- 
ness.” 

The salient paragraphs of Mr. 
Huntley’s address are as follows: 
Extracts from Address of George W. 

Huntley. 


“It is useless to tire you by re- 
peating past history, but following 
the signing of the armistice, the 
people of the United States sim- 
ply went wild. Everyone seemed 
to have money, and having it, pro- 
ceeded to spend it, and you are all 
familiar with the result. 

Over-extension of Credit. 

“Rusiness came too easy. All 
salesinen, whether traveling or sell- 
ing over the counter, became mere 
order takers. Business was in- 
creasing by leaps and bounds; all 
past records being left far behind. 

“As a consequence, credit became 
over-extended and prices in all lines 
greatly inflated, and labor was be- 
ing paid the highest wages ever 
known. 

“Then the financial men and big 
business began to realize that our 
steering gear was not working prop- 
erly, that we were drifting toward 
the rocks, and that something must 
be done if we would avert disaster. 

“You know what happened. The 


banks of the country began to call 
a halt and refused to loan money 
for speculative purposes, or for ex- 
pansion. Manufacturers began to 
close down and you began to read 
about unemployment, and then you 
began to see idle men and factories 
operating on short time and fewer 
men in your own towns, and the 
people began to think, and in think- 
ing began to confine their purchases 
only to merchandise absolutely 
needed, and then we had what was 
termed a buyers’ strike. 








N. A. Lichty, Newly Elected 
President Iowa Sheet Metal 
Contractors. 


Farmers First Hit by Falling 
Prices. 

“The farmer being the first one 
to receive the benefit of rising 
prices, was naturally the first one 
to be affected when prices turned 
the other way and you are all fa- 
miliar with how farm produce hit 
the toboggan and never stopped un- 
til prices went below prewar aver- 
age. 

Prosperity Depends on Farmer. 

“Understand I hold no brief for 
the farmer but we all know the 
farmer is the only real producer of 
wealth in the world, and in order 
that we may prosper, he must pros- 
per first. 

“T think they felt they were hard- 
est hit and most abused at the time 
but since the first of the year 
and now they are looking at condi- 
tions in a different light and realize 
that others as well as themselves 
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are standing their share in readjust- 
ment. 
Gradual and Steady Improvement. 

“But my subject was_ Brighter 
Days for Business—and on this | 
am thoroughly sold; I am convinced 
that brighter days are ahead of us, 
not a quick return, but (and _per- 
sonally I hope it will be) a gradual 
and steady improvement ; one where 
each of us will feel safe in pushing 
our business. 

“One of the brightest factors 
seen in the situation is that the 
farmer’s purchasing power has been 
materially increased by the ad- 
vances made in farm products dur- 
ing the last few weeks. 

Advance in Value of Foreign Cur- 
rency. 

“Another point of interest also in 
the advance in the values of foreign 
currency, bringing the pound ster- 
ling to higher figures than have pre- 
vailed for the past three years. 

“The stock market also reflects 
the improved condition, United 
States Steel Company, a stock with 
which you are all familiar, reaching 
the highest point since 1920. 
Money is easier than in years, which 
is illustrated by the fact that the 
Federal Reserve, March 15th, had 
currency reserves of over 77 per 
cent, and the minimum required by 
law is only 40 per cent. 

Eliminate Unnecessary Expense. 

“Our advice to our dealers is 
to cut out all unnecessary expense, 
cut overhead wherever possible, de- 
mand just service and honest time 
from your employes, get your prices 
dewn to an honest profit, based on 
present market values, buy as you 
need the goods, but by all means 
keep your stock complete, as you 
can not make a profit on merchan- 
dise you are out of, and then push 
your business. 

“The merchant who goes out after 
business has nothing to fear. The 
slogan 1921 will reward fighters 
proved true, and if applied to your 
business in 1922 will, we believe, 
prove more true.” 

At the close of Mr. Huntley’s 
interesting address, the Question 
Box was brought into use and some 
exceptionally instructive topics. 
were discussed. 
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A remarkable feature of the 
Question Box discussions was the 
fact that practically every delegate 
present had something to say on the 
subjects presented. In other words 
there were no “wall flowers” at the 
Convention. 

All present took active part in 
the proceedings and there was full 
and free exchange of ideas on every 
theme of importance to the assem- 
bly. 

One of the subjects’ which 
brought out an uncommon degree 
of discussion was the query: 

“Should the sheet metal contrac- 
tor take ventilating, furnace instal- 
lation, and similar contracts direct 
from home builders or as sub-con- 
tractors ?” 

In the expressions of opinion 
brought out by this query it was 
indicated that one of the main rea- 
sons for the existence of the Sheet 
Metal Contractors’ Association is to 
build up the sheet metal trade and 
to put it on such a basis that it will 
give the sheet metal contractor an 
abiding sense of pride in his crafts- 
manship, resulting in a general rec- 
ognition of his position as contrac- 
tor. 

John H. Hussie of Omaha, Ne- 
braska, Secretary of the Western 
Warm Air Furnace and Supply As- 
sociation, in speaking on the ques- 
tion, said that an educational cam- 
paign was necessary to teach the 
home builder who is willing to listen 
to reason to discontinue his prac- 
tice of buying everything on cost 
basis and to consider quality rather 
than price in making his purchases. 

As a consequence of such an edu- 
cational campaign, said Mr. Hussie, 
the sheet metal contractor would get 
his share of work in the building 
contracts in a direct manner and 
not as a sub-contractor. 


Among others who spoke at some 
length on this topic are the follow- 
ing officers of the lowa Sheet Metal 
Contractors’ Association, namely, 
President H. L. Barquist of Des 
Moines, Treasurer R. L. Speller- 
berg of Dubuque, Secretary R. E. 
Pauley of Mason City, and Direc- 
tor J. A. Backman of Des Moines. 

Following the Question Box dis- 
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cussions, a motion picture story of 
Armco Iron in three reels, showing 
the making of Armco Iron in all 
the processes of iron-making from 
the ore to the finished sheets, was 
told in film and words by Franklin 
Wortley, representative of the 
American Rolling Mill Company of 
Middletown, Ohio. 

As the pictures were displayed on 
the screen, Mr. Wortley explained 
all the movements of the metal 
through its many stages to the fin- 
ished sheets. 

At the close of the afternoon ses- 
sion the delegates were taken on an 
automobile tour of Waterloo fac- 
tory district, Rainbow Drive, Castle 
Hill, Cedar Heights, and Cedar 


Falls. 
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John H. Hussey of Omaha, 
Nebraska, Active in 
the Convention. 


Returning with sharpened appe- 
tites, the delegates were treated to 
a banquet in the English Grill Room 
of the Hotel Russell-Lamson, by 
the Jobbers’ and Salesmen’s Auxili- 
ary and the Waterloo Local. 

Banquet and Entertainment. 

During Wednesday afternoon’s 
session one of the queries presented 
through the Question Box was 
“Why a Salesmen’s Auxiliary?” 

With his usual foresight, Presi- 
dent Barquist asked permission to 
defer discussion of this question 
until after the banquet and enter- 
tainment which, he said, would un- 
doubtedly answer the question more 
satisfactorily than he or anyone 
else could—even the well-known 
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Auxiliary Booster, Ralph W. Blan- 
chard. 

Well, it was some banquet— 
“wonderful eats,” no long speeches 
and the kind of entertainment that 
will keep everybody chuckling with 
good humor for many a day. 

Mr. Levingston, manager of the 
Hotel Russell-Lamson, says—and 
he surely ought to know—that some 
parts of the entertainment were, 
without doubt, the best that had 
ever been pulled off at the Russell- 
Lamson and probably the best ever 
given in Waterloo. 

The Salesmen’s Auxiliary and 
Waterloo Association, who were 
hosts, dispensed such _ hospitality 
and good cheer that it will be many 
a moon before the memory of it 
fades away. 

When they selected President 
Blair A. Quick as Master of Cere- 
monies they picked a winner. 

To Ralph W. Blanchard, Chi- 
cago manager of Hart & Cooley 
Company, rightly was given the 
honor of being Toastmaster, for 
R. W. is such a confirmed banquet- 
goer that he knows all the inner 
workings of things. Most distinctly 
does he know that the shorter the 
speech the better—and he did not 
hesitate to impress the few who 
were called upon with this fact. 
Upon assuming the functions of 
his high office he addressed the as- 
sembled guests as follows: 

“On behalf of the Jobbers’ and 
Salesmen’s Auxiliary, I welcome 
you to this our second annual ban- 
quet. I trust that you have enjoyed 
the menu and will enjoy tie enter- 
tainment that will follow, and I 
hope that you will take home with 
you pleasant memories of this oc- 
casion and some thoughts that will 
be helpful to you in your business. 

“IT will not discuss business con- 
ditions, as no doubt you are 
threshing out’ this subject in your 
sessions. 

“One thing I want to urge upon 
each of you, whether you be sheet 
metal contractor or salesman, is the 
spreading of optimism. Every 
cloud has a silver lining and even 
though the horizon of business to- 
day may seem a little cloudy, if we 
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will all do our share of boosting 
conditions will improve rapidly. 

“We live in the best country in 
the world, a country full of oppor- 
tunities and advantages, and we 
know that a depressing condition 
can not remain with us long if we 
all spread optimism. 

“Naturally, it is easier to follow 
the lines of least resistance and talk 
pessimism, but that will never im- 
prove conditions. 

“T trust that each of you will 
take an active part in your asso- 
ciation meetings and will go home 
feeling well repaid for coming to 
this Convention and will make 
plans to be with us again next year. 

“Always remember you will get 
no more out of your Association 
than you put into it. Your benefits 
will be measured according to your 
activities.” 

Having set this fine example of 
brevity in speech, Toastmaster 
Blanchard had no trouble in get- 
ting others to follow it. 

Even “Harry” Hussie did not 
speak more than five minutes. It 
was hard work for him but he 
managed to get his “say” into five 
minutes’ time, although he talked 
fast and had his usual line of clever 
stories. One thing about him is 
that he never tells the same story 
twice—at least not during the same 
convention. . 

Etta Cohn, manager of AMERICAN 
ARTISAN AND HARDWARE REcorRD; 
E. I. Dodd, President Barquist, 
Secretary Pauley, Auxiliary Secre- 
tary Anderson and other equally 
shining lights were called upon for 
short talks. 

An unexpected and wonderfully 
entertaining addition to the ban- 
quet was a duet sung and acted by 
Blair Quick and “Nick” Houser. 
It almost brought down the house. 

Thursday, March 30, 1922. 

Advertising is a vital force in 
business, was the central theme of 
an address at the opening session 
Thursday morning by H. E. Keis- 
ter, Waterloo Advertising Corpora- 
tion. 

“Advertising is printed salesman- 
ship,” said Mr. Keister. “Adver- 
tising is education. You must edu- 
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cate your customer to see your way, 
to realize that your goods are best. 
Your advertising must contain the 
same argument that you would use 
to sell your customers personally. 

“Talk straight to the man you 
want to sell,” he counseled. “Sell 
him your goods from his point of 
view. 

“The success of any association,” 
declared Mr. Keister, “depends on 
how you sell your membership and 
how well your members come to a 
common understanding that while 
the Golden Rule is an idealistic 


Ralph W. Blanchard, of Chica- 
go, Illinois, Toastmaster 
of the Banquet. 


axiom, it is also a practical, work- 
able system. 

“What we need now,” continued 
Mr. Keister, “is more sweat and 
less perfume—the calloused hand 
of the hard worker, not the kid- 
gloved hand. The world pays only 
for such service as is worth while.” 

As one of the indispensable fac- 
tors to success, Mr. Keister urged 
the precept: “Know your neighbor 
and know yourself.” 

Mr. Keister was followed by 
Bruce F. Gates, Vice-President and 
Treasurer of the Waterloo Business 
College, who spoke on “Salesman- 
ship” with a clarity of. thought and 
simplicity of expression which ren- 
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dered his address the equivalent of 

a course of business training. The 

salient paragraphs of Mr. Bruce’s 

address are as follows: 

Synopsis of Address on Salesmanship 
by Bruce F. Gates. 

“Salesmanship has only recently 
come to be recognized as a science. 
Ten or fifteen years ago the ma- 
jority of salesmen would laugh at 
you if you said there was such a 
thing as the science of salesman- 
ship and they would tell you that 
salesmen are born and not made. 
In other words, they said to you, 
‘It is no use trying to develop sales- 
manship ability. If the Lord made 
you a salesman you are a salesman, 
and if he didn’t make you a sales- 
man, you can’t improve your pres- 
ent condition.’ 

Salesmanship Is a Science. 

“It is true that many men have 
natural ability which many other 
men do not have along the line of 
salesmanship, but it is also true, 
and few people deny it now, that 
there is a distinct science of sales- 
manship which can be analyzed, 
taught and learned. 

Four Fundamental Factors. 

“The four fundamental factors 
of salesmanship—the four things 
without which salesmanship can 
not exist—are: First, the sales- 
man; second, the prospective cus- 
tomer ; third, the goods; and fourth, 
the mental and psychological proc- 
ess through which the prospective 
customer’s mind goes while de- 
ciding to buy. 

Salesman Must Know His Goods. 

“Let me discuss briefly some im- 
portant points to consider in con- 
nection with each one of these four 
factors. The salesman himself 
must know, and he must know he 
knows. In other words, the sales- 
man must be thoroughly familiar 
with his goods, and then he must 
have the confidence in himself to 
know that he knows his goods. 

Salesman Must Know Human 

Nature. 

“The man who expects to be 
forceful as a salesman must know 
human nature. He must recognize 
the fact that there are many differ- 
ent kinds, classes and groups of 
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people; that what will appeal to 
one person will not appeal to 
another ; that some people must be 
driven while other people can’t be 
driven; that while an argument of 
price will appeal to some folks it 
will not appeal to others. Knowl- 
edge of human nature is not easy 
to acquire. It is almost impossible 
to get it out of books. In order to 
know and understand human na- 
ture you must mix with people— 
people of all kinds and classes. You 
must study their motives, their de- 
sires, their ambitions, 
stantly ask yourself, ‘Why do they 
do this and why do they do that? 
‘What makes them feel this way 
and what makes them feel that 
way 2” ‘What can I say or do which 
will make them do this and what 
can I say or do which will make 
them do that?’ 


Teach Customers Merits of Goods. 


“It is a common fault among 
salesmen to conclude that the cus- 
tomer must know quite a little 
about his article, merely because he 
is so familiar with it hintself. In- 
stead of feeling this way about it, 
the salesman should go on the sup- 
position that the customer knows 
practically nothing about the article. 
The salesman must also realize that 
people naturally oppose that which 
they do not understand, and. just 
as long as one does not understand 
your article, he is going to say, 
‘No.’ 

“When you can get him to un- 
derstand the article as you un- 
derstand it, realize and appreciate 
the benefits which will accrue to 
him as you realize and appreciate 
them, then he will know and under- 
stand your goods, and will agree 
with you and say ‘Yes.’ 


The Factor of Psychology. 

“The fourth fundamental factor 
in salesmanship is the psychological 
process through which the cus- 
tomer’s mind goes when he is being 
persuaded to agree with you. This 
factor is an abstract factor and is 
perhaps a little hard to grasp. Let 
me explain it by bringing out first 
the fact that the sale takes place 
in the mind and not in the pocket- 
book, or in the check book. 
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“When you first approach a pros- 
pective customer on your proposi- 
tion he is likely to be indifferent or 
perhaps antagonistic. Then as you 
talk to him, you perhaps are suc- 
cessful in getting him gradually to 
change his mind, until he agrees 


with you point by point and 
eventually says, ‘Yes, I will 
take it.’ 


Taking the Customer's View. 


“One of the main reasons why 
so many people fail to hold the at- 
tention of the prospective customer 
is because they talk from the wrong 
side of the fence. In order to be 
successful it is absolutely necessary 





E. I. Dood, Elected Direc- 


tor of the Iowa 


Auxiliary. 


that a salesman talk to the pros- 
pective customer from the cus- 
tomer’s side of the fence. 


Seven Steps in Making Sale. 


“Let me briefly review the seven 
steps in the mental law of sale, for, 
as I have said, there are seven steps 
through which the prospective cus- 
tomer’s mind goes while he is being 
persuaded by another, and it does 
not make any difference whether 
he is being persuaded to buy a 
pound of prunes or a Cadillac auto- 
mobile, or whether he is being per- 
suaded of the truth of Christianity 
or the fact that he should vote for 
so and so for Congressman. 

“These seven steps are, first, the 
approach, the purpose of which is 
to create a satisfactory impression 
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upon the mind of the prospective 
customer, 

“Second, you must attract favor- 
able attention to your article. 

“Third, you must arouse the 
interest of your prospective cus- 
tomer by talking to him about the 
things he is interested in. — 

“Fourth, you must convince your 
prospective customer that your ar- 
ticle is a good article and that it is 
all you say it is. You must do this 
by giving him facts and figures 
and if possible by a thorough dem- 
onstration of it. 

“The fifth step is to arouse the 
prospective customer’s desire for 
the article. The way to arouse his 
desire is to talk to him not so much 
about your article, as about the 
benefits which will accrue to him if 
he owns it. 

“The sixth step is to compel the 
prospective customer to resolve to 
buy your article, and the seyenth 
step is to close the sale or make 
him resolve to get it now. 

“If you will remember those 
seven steps and watch the face in- 
tently of your prospective customer 
you can always see to what step 
you have been able to carry him, 
and if you haven’t been successful 
in getting him past any particular 
step, there is no use trying to go on 
until you have carried him suc- 
cessfully through that step. 


very One Is a Salesman. 


“Every one is a salesman no mat- 
ter what you may do or what you 
may be. Every day of your life 
you try at one time or another and 
probably many times to persuade 
someone to think as you think and 
to do as you want them to do, and 
be your effort good, bad or indif- 
ferent, you are a salesman. 

“Since salesmanship plays so im- 
portant a part in business today and 
with the old days of hit-and-miss 
gone and forgotten, and with the 
increased competition in all lines 
of business, it behooves each and 
every one of us to make a careful 
and complete study of this great 
science of salesmanship.” 


At the conclusion of Mr. Gates’ 
address, Ralph W. _ Blanchard, 
Sales Manager Chicago office Hart 
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and Cooley Company, spoke on the 
forthcoming Convention of the Na- 
tional Sheet Metal Contractors’ As- 
sociation at Indianapolis and urged 
everyone to go there for the bene- 
fits sure to be derived from attend- 
ance. He told of the plans and prep- 
arations being made, and described 
the model shop which is to be on 
exhibition and made reference to 
the one hundred and six displays 
of lines bearing upon the sheet 
metal and warm air heating trade. 

John H. Hussie of Omaha, Ne- 
braska, Secretary Western Warm 
Air Furnace and Supply Associa- 
tion, spoke on association work and 
emphasized the benefits to be de- 
rived from membership in a trade 
association. In proof of his state- 
ments, he briefly summed up the 
good work that already has been 
accomplished by the National, State, 
and Local Associations. 

The Question Box was again 
brought into use and the topic of 
estimating the cost per foot of put- 
ting up spouting was made the sub- 
ject for general discussion. 

Other questions treated were how 
overhead should be figured and what 
proportion of difference on small 
jobs and large jobs should be made. 

Another question was: “Is it 
more economical to send one or two 
men to put up a spouting job—one 
worker and one apprentice—or just 


one good worker ?” 


The morning session closed with 
the appointment of the Nominating 
Committee, consisting J. A. Back- 
man, N. W. Houser, and F. J. 
Schilling. The Committee was in- 
structed to report at the afternoon 
meeting. 

The Thursday afternoon session 
opened with a reading of Secretary 
R. E. Pauley’s report, a synopsis 
of which is herewith reproduced: 
Digest of Report of Secretary R. E. 

Pauley. 

“Our association was organized 
just a little over a year ago and we 
have passed through the hardest 
year that probably most of us have 
ever experienced in the sheet metal 
business, yet our association has 
made a steady growth and bids fair 
to become one of the best state asso- 





ciations in the country. The fact 
that there are no large cities in 
lowa makes it impossible ever to at- 
tain an extremely large member- 
ship. However, I believe that today 
the percentage of sheet metal con- 
tractors of Iowa belonging to our 
association is as large, if not larger, 
than in any other state. 
Cooperation Is Necessary. 

“Last fall the state was divided 
into eleven districts with a chair- 
man in each district, and a member- 
ship campaign launched. Some of 
the chairmen did some effective 
work, while others have not as yet 
taken hold and given the service 
they should. Our association will 
grow just as fast as its members 
want it to grow. 

“If you want it to grow to 125 
members before the National Con- 
vertion in May, it will do so, but 
remember this, if you want it to 
grow, you will attempt to get some 
other sheet metal contractor to join. 
That is only perfectly natural. 
Foundation of Strong Association. 

“The Association has not been 
able to accomplish all of the things 
that some members had hoped it 
would do in its first year. How- 
ever, most of us were not even able 
to stand alone when we were one 
year old and we can not expect a 
yearling to have all the accomplish- 
ments of a ten or twenty year old. 
We have laid the foundation for a 
strong association in the future 
which will place the sheet metal 
business in lowa on the same plane 
with a great many other necessary 
industries. 

Friendship with Auxiliary. 

“One of the most important 
things accomplished in our first 
year has been the cementing of 
friendship between the members of 
the Association and the members of 
the Auxiliary. 

“Salesmen have found the mem- 
bers to be better fellows than they 
thought, and members have found 
that the salesmen had some other 
interest in them besides getting 
their orders. In other words, we 
must work together if we expect to 
prosper together. 

“In this way trade abuses by cer- 
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tain manufacturers and _ jobbers 
have been corrected and members 
have been taught that it was up to 
them to handle some of the lines 
that in the past manufacturers have 
been compelled to sell to dealérs 
outside the sheet metal industry. As 
time goes on the close friendship of 
members of the Association and 
Auxiliary will take care of numer- 
ous trade abuses by many manufac- 
turers which are now so trouble- 
some in some sections. 
Advises Increase of Dues. 

“I would recommend that the an- 
nual dues be increased to $10.00 
per year which would permit a 
quarterly meeting of the Board of 
Directors and the paying of ex- 
penses of officers who should occa- 
sionally be sent to certain places to 
increase the membership and _ visit 
locals already organized. At pres- 
ent only $3.00 of the $6.00 collected 
can be retained by the State Asso- 
ciation after the first year of or- 
ganization as $3.00 must be sent to 
National headquarters to pay the 
per capita tax. 

Pleasure to Work With Officers. 

“It has been a pleasure to work 
with the officers of our Association. 
They have each and every one re- 
sponded whenever called upon to do 
anything and | have consulted with 
them often by correspondence in 
regard to the work of the Associa- 
tion. 

Thanks Auxiliary for Help. 


“T also wish to thank the officers 
and members of the Auxiliary for 
their help in the securing of new 
members. Great credit for our 
steady growth is due to the sales- 
men’s auxiliary. Certain members 
of this organization have turned in 
as high as four or five members. 

“Our next year should be one 
of great endeavor both on the part 
of the membership and of the Aux- 
iliary with the idea in view of in- 
creasing our membership to double 
its present number. Then we should 
strive to lift our trade to a higher 
plane in the business world. Build 
up the trade, don’t tear it down. 

Counsels High Grade Work. 

“Do the best work it is possible 

to do and encourage your competi- 
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tor to do likewise. Do not take any 
work at so low a figure that you are 
compelled to slight it in order to 
come out even. The _ Rotarian 
motto of ‘He profits most, who 
serves the best’ certainly was made 
to fit the sheet metal industry. The 
next year or two is going to bring 
forth some wonderful business for 
most of us, so be prepared to handle 
your share.” 

At the conclusion of Secretary 
Pauley’s report, a rising vote of ap- 
preciation for his efficient services 
and efforts in behalf of the Associa- 
tion was given him; and it was 
stated that the remarkable success 
of the Association has been due in 
no small measure to the untiring 
labors of Secretary Pauley. 

Secretary Pauley then gave a 
brief report of his attendance as 
delegate to the Annual Convention 
of the National Sheet Metal Con- 
tractors’ Association in Pittsburgh, 
Pennsylvania, the past year. 

N. A. Lichty of Lichty Metal 
Products Company, Waterloo, of- 
fered a cash prize of five dollars 
to the visiting dealer member of the 
Association who would guess the 
weight of the large Monitor Suction 
Ventilator displayed in the _ hotel 
lobby. 

C. H. Schechter, chairman of the 
committee appointed to check over 
the guesses, reported that while the 
ventilator weighed 255 pounds, the 
guesses had varied from 117 to 672 
pounds. 

The prize was won by H. L. 
Schlessman, whose estimate was 253 
pounds. 

Considerable amusement was 
caused by President Barquist’s ad- 
mission that he had “guessed” 672, 
although he tried to convince all that 
he had originally guessed 372 as the 
weight, but at the suggestion of one 
of the salesmen who urged him not 
to be stingy, he had added 300 
pounds for good weight. 

The Convention adopted the fol- 
lowing resolutions without a dis- 
senting vote: 

That the Iowa Sheet Metal Con- 
tractors’ Association go on record 
as favoring sheet metal contractors’ 
making direct contracts with owners 
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on all sheet metal work and warm 
air heating installations ; 

That a Legislative Committee of 
three be appointed by the chairman 
to report on all matters of legisla- 
tion ; 

That the Association express its 
appreciation to the Waterloo Local 
and to the Salesmen’s Auxiliary for 
cooperation at the banquet, to the 
management of the Russell-Lamson 
Hotel, to all the speakers, to Miss 
Etta Cohn, personally, and as Man- 
ager of AMERICAN ARTISAN AND 
HARDWARE Recorp, for her pres- 
ence and splendid cooperation in re- 
porting the Association’s activities, 
and to “Harry” (J. H.) Hussie, of 
Omaha, for his continued kind 
watchful care over the Association. 

The Resolution also expressed the 
hope that “Harry” Hussie would at- 
tend the 1950 convention of the As- 
sociation, although “he isn’t as good 
& man as he used to be.” 

After a closely contested struggle 
for supremacy, E. I. Dodd of Sioux 
City “sold” Sioux City to the As- 
sociation as the 1923 Convention 
city, winning over Cedar Rapids 
and Dubuque. 

Beginning with the next fiscal 
year, it was voted to raise the dues 
of membership in the Iowa Sheet 
Metal Contractors’ Association from 
six dollars to ten dollars per year. 

The report of the Nominating 
Committee, suggesting the follow- 
ing officers for 1922, was unani- 
mously accepted: 

President: N. A. Licuty, Water- 
loo: 

Vice-President: W. R. GrISsSELL, 
Cedar Rapids: 

Secretary: R. E. PAULEY Mason 
City (re-elected) ; 

Treasurer: R. T. Norruup, Fort 
Dodge. 

Directors: J. E. Jomnson, Sioux 
City (re-elected); R. L. SpeELLer- 
RERG, Dubuque, to take place made 
vacant by resignation of N. A. 
Lichty, and J. A. Backman, Des 
Moines, holdover. 

Delegates and Alternates to Na- 
tional Convention at Indianapolis. 

Delegates: R. E. PAULEY, Mason 
City; N. A. Licuty, Waterloo; 
and Sam Bercu, Wayland. 
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Alternates: . AuUGUstT MUELLER, 
Webster City; J. E. Jounson, Ce- 
dar Rapids; and O. W. ILTEN, 
Cedar Rapids. 

As a practical expression of ap- 
preciation of Secretary Pauley’s 
work, it was unanimously decided 
to defray all his expenses at the 
forthcoming National Convention. 


Folks at the Convention. 


The Hardware and Sheet Metal 
Waterloo 
hundred per cent 


Dealers’ Association of 
responded one 
when N. A. Lichty, chairman of 
the Entertainment Committee, asked 
their cooperation. No small credit 
is due Mr. Lichty, C. M. Berkley, 
F. J. Hacker, U. G. Kramer, H. D. 
Cowles, L. E. Glaza, John G. 
Wright, E. L. Moore, L. F. Potter, 
I’, L. Freeman, C. J. Fessler, W. 
A. Covell and B. F. Lichty. whose 
efforts were surely crowned with 
success. 

It is rumored that Blair A. Quick 
is seriously thinking of quitting the 
jobbing game, and entering the 
vaudeville line—as he has developed 
They say his 

famous 
audience 


quite a singing voice. 
specialty will be Iowa’s 
Corn Song—and if his 
survives that, he will appear with 
“Nick” Houser in the singing of 
that famous ditty “I’m a_ Little 
Prairie Flower.” 

If there is a more popular man 
in the “register” field than R. W. 
Blanchard, Manager of 
Hart and Cooley 
would like to meet him. 
Blanchard was there, and when he 
retires from the register business “‘it 
would be an act of charity on his 
art if he would start a school for 
toastmasters.” With toastmasters 
like Blanchard, more 
would be successes. 


Chicago 
Company, we 
Of course 


banquets 


The Dubuque bunch, headed by 
“Dad” Spellerberg, created quite a 
sensation with their hand wrought 
copper canes, and when it was dis- 
covered that the canes were hollow 
—with a cork concealed in the tip— 
many were the conjectures as to 
what they contained. Funny how 
a cork will bring back fond recol- 
lections of a “supposed’’ past. 

The Wheeling Corrugating Com- 
pany were mighty lucky that they 
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secured the services of Elmer L. 
Lenk as sales representative, before 
he had a taste of “Bell-hopping” at 
the Russell-Lamson Hotel, Thurs- 
day evening. He was so generously 
rewarded for his services by one 
of the lady visitors at the conven- 
tion, whose bag he carried to the 
taxi, that he is sure he missed his 
vocation. 

D. D. Lewis, of the Thatcher Fur- 
nace Company, had the only fur- 
nace exhibited in the lobby, and 
apparently booked some pretty good 
orders. 

E. I. Dodd certainly learned his 
lesson well. That speech he made 
extolling the virtues of Sioux City 
as a convention city, should win him 
a place in that city’s Hall of Fame. 

Gail B. Douglas, sales represen- 
tative of the Utica Heater Com- 
pany, came in too late for the ban- 
quet Wednesday evening, but in 
time to greet his many friends in 
the association, 

H. L. Frey of the Premier Warm 
Air Heater Company was awfully 
disappointed when their sales man- 
ager, C. C. Sinclair, didn’t show up 
in time for the banquet, but Thurs- 
day was all smiles again because 
Sinclair finally did arrive. 


As for “Harry Hussie”—what 
more can we say—he was the life 
of the party as to be expected. 
“Harry” can get serious when oc- 
casion demands and certainly is 
mighty well versed on everything 
connected with the sheet metal and 
warm air heating industry. He 
knows the game from A to Z, and 
everybody including himself real- 
izes that he does. 

C. H. Schechter of the Lennox 
Furnace Company must be an effi- 
ciency expert. He had more offices 
and jobs than any man on the 
ground, and “batted’’ 100 per cent 
on all. 


Frank B. Hillwick managed to 
keep out of mischief as he was 
quite busy taking care of the inter- 
ests of the Berger Manufacturing 
Company. 

A new recruit to the ranks of the 
Auxiliary workers is G. R. Lewis 
ef Cedar Rapids, with Richardson 
and Boynton Company. He made 








a valiant fight for Cedar Rapids as 
the next convention city, and would 
probably have carried the day, if 
Dedd hadn’t made that famous 
speech. 

When they boosted C. F. Ander- 
son from the office of Secretary to 
President of the Auxiliary, the as- 
sociation lost a good secretary, but 
judging from what his associates 
say, no matter what office Ander- 
son holds, he is always on the job, 
and if he keeps up the good work 
of the past the Iowa Auxiliary is 
bound to hold first place among the 
Auxiliaries. 





Towa Sheet Metal Auxiliary 
Had Successful Year in 192]. 


When both President Barquist 
and Secretary Pauley of the Iowa 
Sheet Metal Contractors’ Associa- 
tion made the statement that the 
healthy growth of their membership 
this past year—the first in its ex- 





C. F. Anderson, Newly Elected 
President of the Iowa 
Auxiliary. 


istence—and the splendid attend- 
ance at this convention, were due 
in no small measure to the efforts 
of the Jobbers’ and Salesmen’s Aux- 
iliary, they gave a clear insight into 
the character of the men who com- 
pese the Iowa Auxiliary. They are 
2 loyal bunch, a bunch of good 
workers and the growth of their 
own association in its one year of 
life, shows their caliber. 
Wednesday morning, March 29th, 
and Thursday morning, March 
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30th, President Blair A. Quick 
called meetings of the Auxiliary to 
talk over past dctivities and future 
plans. Reports of various officers 
and committees were read. 

E. I. Dodd, H. L. Frey and C. 
H. Schechter audited the books of 
the Secretary and found them in 
perfect balance. 

R. W. Blanchard, W. G. Harms 
and Elmer L. Lenk, the nominating 
committee, suggested the names of 
the following for 1922-1923 of- 
ficers : 

President, C. F. ANDERSON, U. S. 
Register Company ; 

Vice-President, Epson PErRry, 
Milwaukee Corrugating Company ; 

Secretary, G. S. Moss, Haynes- 
Langenberg Manufacturing Com- 


pany. 


Treasurer, Louis Roos, B. H. 
Quick and Sons, 
Sergeant-at-Arms, C. H. 


ScHECHTER, Lennox Furnace Com- 
pany. 

Directors: E. L. Dopp, Standard 
Furnace and Supply Company; G. 
R. Lewis, Richardson and Boynton 
Company, and H. L. Frey, Premier 
Warm Air Heater Company, with 
Briair A. Quick, B. H. Quick and 
Sons, ex-officio. 

The following were selected to 
represent Iowa at the Conference 
of Auxiliaries in Indianapolis dur- 
ing the Annual Convention of the 
National Association of Sheet Metal 
Contractors : 

E. I. Dodd, Standard Furnace 


and Supply Company; Owen Mc- 


Grath, Merchant and Evans Com- 
pany; P. E. Sauerwein, Milwau- 
kee Corrugating Company; W. G. 
Harms, Rock Island Register Com- 
pany, and Miss Etta Cohn, Man- 
ager of AMERICAN ARTISAN AND 
HARDWARE REcorD. 





More Zideck Articles Are in 


Course of Preparation. 
Additional articles on automobile 


radiator construction and repair by 
KE. E. Zideck of the Zideck School 
of Sheet Metal Trades, 407-413 
Fast gist Street, New York City, 
are in course of preparation and 


‘ will be published in forthcoming 


issues of AMERICAN ARTISAN AND 
HARDWARE RECORD. 
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Watch for these articles. They 
mean more money for your shop, 
if you use the knowledge and in- 
struction contained in them. 

















| Notes and Queries | 





“Leonard” Refrigerator. 


From C. F. Schafer Hardware Com- 
pany, Mount Pulaski, Illinois. 


Please advise us who makes the 
“Leonard” refrigerator. 

Ans.—Grand Rapids Refrigera- 
tor Company, Grand Rapids, Mich- 
igan. 


Machinery for Making Collapsible 


Tubes. 


From M. L. Cantrell, 929 Routt Ave- 
nue, Pueblo, Colorado. 


Who makes machinery for mak- 
ing collapsible tubes? 

Ans.—E. W. Bliss Company, 19 
Adams, Brooklyn, New York; 
Standard Specialty and Tube Com- 
pany, New Brighton, Pennsylvania. 


“Peerless” Refrigerating Machine. 


From A. L. Henschen Company, 109- 
11 North Bluff Street, Joliet, Illinois. 


Can you tell us who manufac- 
tures the “Peerless” refrigerating 
machine ? 

Ans.—Peerless Ice Machine Com- 
pany, 503 South Jefferson Street, 
Chicago, Illinois. 


“Pollyanna” Electric Washing Ma- 
chine. 


From C. C. Bruscke and Son, Good 
Thunder, Minnesota. 


Can you tell us who makes the 
“Pollyanna” electric washing ma- 
chine? 

Ans. — Almetal Manufacturing 
Company, 7227 Manchester Avenue, 
St. Louis, Missouri. 


Small Brass Telescopic Tubing. 
From C. F. Schafer Hardware Com- 
pany, Mount Pulaski, Illinois. 


Where can we secure small brass 
telescopic tubing? 

Ans. Gaertner and Company, 
5345 Lake Park Avenue, Chicago, 
Illinois; and Optical Sales Com- 
pany, 14 West Washington Street, 
Chicago, Illinois. 

Collapsible Tubes. 


From M. L. Cantrell, 929 Routt Ave- 
nue, Pueblo, Colorado. 


Kindly inform me who makes 
collapsible tubes. 

Ans.—Bond Manufacturing Com- 
pany, Wilmington, Delaware; A. H. 
Wirz, Incorporated, Chester, Penn- 
sylvania; National Can Company, 
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Detroit, Michigan; White Metal 
Manufacturing Company, 1006H 
Clinton, Hoboken, New Jersey; and 
Standard Specialty and Tube Com- 
pany, New Brighton, Pennsylvania. 


Electric Washing Equipment. 


From Shanks-Pannell Company, In- 
corporated, Worthington, Minne- 
sota. 


Can you give us the name and 
address of a firm who makes an 
electric washing equipment with 
gearings and wringer, to put on a 
laundry tub? 

Ans.—Universal Utilities Corpo- 
ration, Alpena, Michigan. 


Pipe Bending Device. 


From Sheet Metal Products Company, 
410-412 West Lake Street, Minne- 
apolis, Minnesota. 


Please advise us who makes a 
pipe bending device. 

Ans.—Wallace Supplies Manu- 
facturing Company, 412 Orleans 
Street, Chicago, Illinois; Frank L. 
Wells Company, Kenosha, Wiscon- 
sin; and Galland-Henning Manu- 
facturing Company, 97 Wisconsin 
Street, Milwaukee, Wisconsin. 


Soldering Fluid. 


From C. W. Busby and Company, 
Washington, Iowa. 


Can you tell us who makes a good 
soldering fluid for soldering irons 
to replace Muriatic Acid. 

Ans.—Special Chemicals Com- 
pany, 397 Central Avenue, Highland 
Park, Illinois. 


Zinc Sprinkler Roses. 


From C. F. Schafer Hardware Com- 
pany, Mount Pulaski, Illinois. 


Kindly advise us who makes zinc 
sprinkler roses. 

Ans.—National Enameling and 
Stamping Company, Milwaukee, 
Wisconsin; and Consolidated Fruit 
Jar Company, New Brunswick, 
New Jersey. 


Aluminum Ware. 


From Milton G. Thieman, Concordia, 
Missouri. 


Please inform me who manufac- 
tures aluminum ware. 

Ans.—Cleveland Metal Products 
Company, 7609 Platt. Avenue, 
Cleveland, Ohio; Aluminum Com- 
pany of America, Oliver Building, 
Pittsburgh, Pennsylvania; Stover 
Manufacturing and Engine Com- 
pany, Freeport, Illinois; Massillon 
Aluminum Company, Massillon, 
Ohio; and Aluminum Products 
Company, LaGrange, Illinois. 
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Gasolene Gas Machine. 


From C. F. Schafer Hardware Com- 
pany, Mount Pulaski, Illinois. 


Who, in Detroit, makes a gaso- 
lene gas machine? 

Ans.—Detroit Heating and Light- 
ing Company, Lieb and Wight, De- 
troit, Michigan. 

Oil Burners for Furnaces. 


From George E. Roesch, 386 New 
York Street, Aurora, Illinois. 


Who makes oil burners for warm 
air furnaces? 

Ans.—American Foundry and 
Manufacturing Company, 710 K. C. 
Life Building, Kansas City, Mis- 
souri; Breeding Heat and Power 
Corporation, 311 Vine Street, Cin- 
cinnati, Ohio; Winslow Boiler and 
Engineering Company, 65 East Van 
Buren Street, Chicago, Illinois ; The 
Steam Corporation,. 215 North 
Michigan Avenue; and Master Oil 
Burner Company, 351 West 59th 
Street, Chicago, Illinois. 

Corrugated Iron. 
From Milton G. Thieman, Concordia, 

Missouri. 

Please advise me who makes cor- 
rugated iron. 

Ans.— American Rolling Mill 
Company, Middletown, Ohio; In- 
land Steel Company, First National 
Bank Building, Chicago, Illinois; 
Milwaukee Corrugating Company, 
Milwaukee, Wisconsin ; Sykes Com- 
pany, 930 West 19th Place, Chi- 
cago, Illinois; Whitaker-Glessner 
Company, Wheeling, West Virginia. 

Electric Garage Door Equipment. 
From A. F. Hedrich, Clark Hardware 

Company, Windom, Minnesota. 


Will you kindly advise me who 
makes electric garage door equip- 
ments, where by pressing a button, 
the doors automatically open? 

Ans.—Richards - Wilcox Manu- 
facturing Company, Aurora, IIli- 
nois. 

Swivel Bench Vises. 


From Hy. Christianson, Dexter, Iowa. 
Kindly inform me who makes a 


swivel bench vise, operated with a 
side lever. 

Ans.—North Brothers Manufac- 
turing Company, Lehigh and Amer- 
ican, Philadelphia, Pennsylvania; 
Columbian Hardware Company, 
Cleveland, Ohio; Rock Island Man- 
ufacturing Company, Rock Island, 
Illinois; and Prentiss Vise Com- 
pany, 110 Lafayette, New York 
City. 
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Review of Conditions in the Metal Markets. 


General Situation in the Steel Industry. Report of 






COPPER _PRICES STILL 
HOLD FIRMLY. 


Although one or two selling agen- 
cies have sold copper 4 cent be- 
iow the market this week, the large 
producers still hold firmly to their 
prices. 

Deliveries into domestic consump- 
tion this month were larger than 
they were in February, from pres- 
ent indications, and exports also in 


March were considerably larger 
than the past month. 
From the port of New York 


alone, exports this month to date 
have been over 39,000,000 pounds. 

This week’s outgo included a 
small lot to South America, ship- 
ments to London, Holland and 
China. 

The demand for Oriental ship- 
ment is decidedly better and it is 
notable that Great Britain, which 
has been especially “bearish” has 
resumed buying of electrolytic in 
this market. 

The pending coal strike has little, 
if any influence on the copper situ- 
ation. 

Manufacturing plants generally 
are well supplied with fuel. Steel 
makers, as well as copper manufac- 
turers, seem to have accumulated 
ample stocks of coal. 

There is not likely to be any in- 
terruption of traffic either, as rail- 
roads have been accumulating coal 
supplies for two months. 

Reports from wire drawers, roll- 
ing mills and the electrical industry 
generally are encouraging. 

The steel industry is utilizing 
more capacity than at any time 
since December, 1920, and it is only 
a question of a very short time be- 
fore manufacturers utilizing cop- 
per will feel the stimulus that is 
now apparent throughout the entire 
iron and steel industry. 


Tin. 


American electrolytic tin is not 
being produced at present, but it is 





Prices and Tendencies in Sheet Metals, Pig Iron, etc. 





expected that the smelter will re- 
sume operations during the latter 
part of April, when fresh supplies 
of Bolivian concentrates will be re- 
ceived. That being the case, elec- 
trolytic tin will start coming on the 
market again in May. 

The annual report issued by the 
American Smelting & Refining Com- 
pany shows that the company pro- 
duced 6,600,000 Ibs. less electro- 
iytic tin in 1921 than in 1920. 

The statistics this month promise 
to be favorable both on account of 
the large deliveries in this country 
and because only a small quantity 
of Banca tin will be included in the 
figures. 

But in April there will probably 
be a large increase in the visible 
supply, and no doubt it is the fear 
of this that is holding back the Lon- 
don market. 

Advices from London say that 
there is a heavy short interest in 
that market, which has its technical 
advantages because when a short in- 
terest exists it guarantees the mar- 
ket a certain amount of buying sup- 
port. 

Wall Street often furnishes illus- 
trations of advances that are caused 
only by short covering. 


Solder. 


No further 
curred in the Chicago prices of 


changes have oc- 
solder. 

The quotations now in effect are 
as follows: 

Warranted, 50-50, per 100 pounds, 
$19.50; Commercial, 45-55 per 109 
pounds, $18.00, and Plumbers’, per 
100 pounds, $16.75. 


Lead. 

The lead market is beginning to 
feel the effect of the forced with- 
drawal of some producers who sold 
over-liberally during the last few 
weeks. 

Some of the demand for prompt 
has been of a precautionary sort, 
but the actual needs are undoubtedly 





strong, and there is every sign that 
stocks are being materially reduced. 

In some directions there are re- 
serve parcels held by producers but 
these will not come on the market 
at around current prices. 

Chicago have 
during the week. American pig 
lead is now quoted at $5.00 per hun- 
dred pounds and bar lead at $5.75 
per hundred pounds. 


Zinc. 


The zinc market 
4.05 to 4.70 cents St. Louis and 5 
cents per pound New York. 

February exports totaled 346 tons 
as follows: 252 tons from New 
York, 59 tons from Baltimore and 
35 tons from Pacific ports. 

Joplin advises that weekly ship- 
ments of zinc ore are gradually low- 
ering reserve stocks at the mines. 


prices increased 


holds firm at 


Heavy buying has characterized 
the month, with an apparent atti- 
tude of securing a considerable ton- 
nage before sellers further advance 
their holding price. 

Joplin shipments the past week 
amounted to 8,046 tons as against 
8,515 tons during the week pre- 
vious, and shipments since the first 
of the year aggregated 70,005 tons 
as compared with 69,611 tons dur- 
ing the corresponding period the 
past year. 


Sheets. 

While incoming business has been 
rather light with some of the sheet 
mills in the past week or two there 
is no decline in mill operations, but 
rather a slight increase, taking the 
mills as a whole, the sheet industry 
now operating at nearer 75 per cent 
than 70 per cent. 

The American Sheet & Tin Plate 
Company operated at above 80 per 
cent in sheet last week, and is doing 
two or three points better this week. 

Its bookings in sheets and tin 
plate combined in the month of 
March will exceed any month’s total 
since the end of December, 1920, 
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und taking sheets alone the same 
statement would probaly hold good. 

A similar statement applies to pro- 
duction and shipments this month. 

The advance of $3.per ton in 
black, galvanized and fine finished 
sheets, effective April 1, inaugurated 
last week by the Wheeling Steel 
Products Company and _ followed 
closely by several other producers, 
is becoming more general. 


Tin Plate. 

Despite the very heavy produc- 
tion of tin plate in the past three 
months the tin plate mills have com- 
paratively small stocks in the ag- 
gregate. 

One independent mill has a fair 
sized stock, but the general run of 
independents have hardly normal 
stocks even. 

As to the American Sheet & Tin 
Plate Company, it has just sold 
practically all of its stock, which 
was hardly a normal quantity, to 
one of its large customers. 

Tracing farther the large produc- 
tion of tin plate there has _ been 
lately it can not be seen that it ex- 
ists to any great extent in the hands 
of buyers. ° 

It is understood that some buyers 
have anticipated requirements, from 
tear of the coal strike, by from four 
to six weeks, but others have antici- 
pated little on account of the coal 
situation, and in the case of those 
who have much of the tin plate has 


been cut up and the containers 
shipped to consumers. 
Pig Iron. 


Pig iron business is keeping apace 
with steel and in some quarters the 
past week, bookings for the coun- 
try are estimated at 100,000 tons 
and the trade fully expects that 
March sales will exceed those for 
February. 

In New York, the past week, 
more than 11,000 tons of iron were 
sold in the whole eastern territory 
between 30,000 and 40,000 tons. 

At the present time inquiries 
pending for pig iron in New York 
are in excess of 5,000 tons while 
bids are being taken on 2,000 tons 
of spiegeleisen.. 

It is reported that Buffalo fur- 
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naces have advanced on No. 2 foun- 
dry iron but agents for some stacks 
in that district are still quoting on 
the basis of $19 furnace. 


Old Metals. 


Wholesale quotations in the Chi- 
cago district which should be con- 
sidered as nominal are as follows: 
Old steel axles, $13.50 to $14.00; 
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old iron axles, $18.50 to $19.00; 
steel springs, $13.75 to $14.25; No. 
1 wrought iron, $12.50 to $13.00; 
No. 1 cast, $12.00 to $12.50 all per 
net tons. Prices for non-ferrous 
metals are quoted as follows, per 
pound: Light coppers, 714 cents; 
light brass, 4 cents; lead 314 cents; 
zinc, 2 cents; and cast aluminum, 
9% cents. 


Steel Stocks in General Are at Low Ebb 
and Increased Demand Is Raising Prices. 


The Mills of the Leading Interests Are Operating at 79 Per 
Cent of Capacity and Orders for Steel Are in Good Volume. 


HERE has been a sudden turn 

for the better in the steel mar- 
ket during the week and stocks are 
ali but depleted, so that the in- 
creased demand has been immedi- 
ately reflected in a stiffening of 
prices, and the opinion prevails that 
prices will be generally higher on 
all products in the next few days, 
and in some quarters talk of a run- 
away market is heard. 

The mills of the United States 
Steel Corporation are operating at 
79 per cent of capacity and taking 
sew business at the rate of 65 per 
cent of normal capacity. 

Price advances commenced some 
three weeks ago when shapes, plates 
and bars were raised from 1.30 to 
1.40 cents, Pittsburgh, and during 
the past week or two producers have 
tried to stabilize the market at 1.50 
cents and have very nearly, if not 
quite, succeeded. 

This week practically all of the 
independent mills, as well as the 
leading interest, have advanced 
prices for semi-finished steel, bil- 
lets, slabs and bars $2 a ton. Sheet 
bars and billets have been advanced 
to $31, Pittsburgh, and large billets 
and slabs to $30, while wire rods 
were raised from $36 to $38, Pitts- 
burgh. 

At least two independents have 
advanced prices on sheets, namely, 
the Wheeling Steel Products Com- 
pany and the Brier Hill Steel Com- 
pany. 

The advance amounted to $3 a 
ton, becomes effective April 1, and 


puts black and galvanized to 3.15 
and 4.15 cents a pound, base Pitts- 
burgh, respectively, and blue an- 
nealed and automobile 
2.40 and 4.50 cents. 

It is thought that the new base 
will become quite general by the first 
of the month. 
talk of advancing quotations on wire 
products. 

However, with all the announce- 
ments of higher prices in finished 


sheets to 


There is also some 


steel products, the composite price 
2.053 
This is because the 


this week is unchanged at 
cents a pound. 
higher base on the heavier products 
is not yet firmly established. 

Fabricated structural steel orders 
pooked throughout the United States 
during February amounted to 78,- 
700 tons, an increase of 6,600 tons 
over January, according to the 
Bridge Builders and Structural So- 
ciety. 

This was equivalent to 43% per 
cent of the shop capacity, as against 
40 per cent during the preceding 
two months. 

Orders for structural steel con- 
tinue to come in good volume, and 
March will eclipse February. 

Rolled steel products are in great- 
er demand generally, and makers of 
tolts, nuts and rivets report that 
they have taken more business dur- 
ing the first half of March than for 
the entire month of February. 

Wire products are also in better 
demand, and estimates of March 
bookings for wire alone are put as 
high as 200,000 tons. 








Current. Hardware and Metal Prices. 


AMERICAN ARTISAN AND HARDWARE RECORD 


is the only 


publication containing Western Hardware and Metal prices corrected weekly. 





METALS 





PIG IRON. 


Chicago Foundry ...20 00 
Southern Fdy. No. 2, 21 66 to 22 16 
Lake Sup. Charcoal..26 00 to 29 00 
PRnMORRS .cclcccvcse 20 00 


FIRST at BRIGHT 
PLATES. 

Per Box 
Ic 14x20 112 sheets $10 00 
Ix | rer 11 25 
IxXxX SO ciectneces 12 60 
IXxXX BORDS. cc cccccoce 13 90 
IXxXxXxX 24586. ccccccvece 15 25 
Ic re 20 00 
Ix eee 22 50 
IxXX rn 25 20 
IxXxXX BOGE sccecceses 27 80 
EE 4 BONBB . cccccccece 30 50 


COKE PLATES. 


Cokes, 180 lbs.... 20x28 $11 80 
Cokes, 200 ibs.... 20x28 12 00 
Cokes, 214 lbs....IC 20x28 12 35 
Cokes, 270 Ibs....IX 20x28 14 10 


BLUE ANNEALED SHEETS. 


Base ..........-per 100 lbs. $3 38 


ONE PASS COLD ROLLED 
BLACE. 


No. 18-20.......per 100 lbs. $3 956 
No. 22-24.......per 100 Ibs. 4 00 
No. 26........--per 100 Ibs. 4 05 
No. 27.........-per 100 lbs. 4 10 
No. 28.........-per 100 Ibs. 4 15 
No. 29........--per 100 Ibs. 4 25 
GALVANIZED. 
No. 16.........-per 100 lbs. $4 40 
No. 18-20.......per 100 lbs. 4 55 
No. 22-24.......per 100 Ibs. 4 70 
No. 26........--per 100 Ibs. 4 85 
No. 27.........-per 100 Ibs. 56 00 
No. 28..........per 100 Ibs. 5 16 
No. 30..........per 100 Ibs. 5 65 
BAR SOLDER. 
Warranted. 
BING ceccesue per 100 lbs. $19 50 
Commercial, 

SS errr per 100 lbs. 18 00 
Plumbers ...... per 100 lbs. 16 75 
ZINC. 
reer ere Tree TT 5 10 
SHEET ZINC. 

Cask lots, stock...... conse O88 
Less than cask lots...... -- 9%e 
COPPER. 

Copper Sheet, mill base....$0 20 
LEAD. 

American Pig ........-++.+- $5 00 
I 2 pati batdunéeccievak Pave 5 75 

sheet. 
PURs GOR. ccccse per 100 lbs. 7 50 
Se GOs oc ccccad per 100 lbs. 7 75 
TIN 
Ee GED weddcactiecééctcoveras 32 
PSD vdccatecesncueudiwaed 34 


HARDWARE, SHEET 
METAL _ SUPPLIES, 
WARM AIR HEATER 
FITTINGS AND AC. 





CESSORIES. 
ADZES, 
Coopers’. 
Barton’s ..ccccoscccccccsces Net 
WIRES coccccccoccccccce -.-Net 
AMMUNITION. 


Shells, Loaded, Peters. 
Loaded with Black Powder 18% 
Loaded with Smokeless 


Powder ..... oeecccce +++ 18% 
Winchester. 
a Repeater 
Socccccccccces & 4% 
smokeless Leader 
notes eeewended 20 & 4% 
Black “Powder eoccese 20 & 4% 
Uv. M. C. 
Nitro Club soececoene @ 46 
ATTOW ccccccce secsecs 20 & 4% 
New Club .ccccccccecs 20 & 4% 


Gun Wads—per 1000. 
Winchester 7- 8 gauge 10&47%% 
9-10 gauge 10&7% % 
” 11-28 gauge 10&7%% 


ASBESTOS. 


Paper up to 1/16........ 6c per Ib. 
Rollboard .......6++e. 6%c per Ib. 
Millboard 3/32 to %....6c per Ib. 
Corrugated Paper (250 


sq. ft. to roll).....$6.00 per roll 
UGERS. 
Boring Machine 40 @ ane 
Carpenter’s Nut ........ eseee 
Hollow. 
Bonney’s........per doz. $30 00 
Post Hole. 


Iwan’s Post Hole and Well 
6 and 6% 


ee eee eeereeeeeeeeee 


Vaughan’s, 4 to 9 in., 
without handles per doz. $14 60 


AWLS. 
Brad. 


No. 9 Jieadies,... per, doz. $0 6b 
No. 1050 Hand 1 40 
Patent asst’d, 1 ~ i - 85 

Harness. 
Common 
Patent 

Peg. 
Shouldered ..... ” 1 60 
Patented ....... - 76 

Scratch. 

No. IS, socket 
Handled .......per doz. $2 60 
No. 344 Goodell- 
oret list less.......-35-4 0% 
7 Stanley....per dos. $2 25 
AXES. 
rs Quy. Single 
tted (unhandled), 3 to 
y Th per dozZ.....+...- 

Good Quality, Single 

_ same weight, per 
Oz. 


ovees oot doz. $1 065 
1 00 


--$11 00 


BALANCES, SPRING. 
Universal. 


Sight Spring..... List less 25% 
Straight .........List less 25% 


BARS, WRECKING. 
Vv. & B. No. BB ococcerecoes G9 4 





BEVELS, TEE. 
Suenos Rosewood handle, new 


. seeeeeees ene 


t 
Stanley iron. ‘handle. seeeeee - Neots 
BINDING CLOTH. 


Zinc WrverTTTCrTTrT TTT TTT. 
WGGB ccccecs pec ovennagneeriam 
Brass, plated ......seeeeeees 
BITS. 
Auger 
Jennings Pattern..... cocce cet 
For Sneed aesewes «+ -25% off 
Ford's SP -2 5-0 petnevee 5% oft 
Mn «shbededancdeese «220 eBB% 
PM Jenning Becccecs less 10% 
Clark’s Expansive........38%% 
CamOeP ccccccece PTT TT TT TTT. 


Countersink. 
American Snailhead ” 1 76 
Rose ... = 2 00 
” Flat... - 1 40 
Dowel. 
Russe] Jennings ...... plus 20% 
Gimlet. 


Standard Double Cut Gross $8 40 
Nail Metal Single 
Cut ......Gross $4 00—$5 00 


Reamer. 
Standard Square... oy $2 50 
American Octagon.. 2 60 
Screw Driver. 
No. 1 Common.......HBach 18c 


No. 26 Stanley........ Each 70c 


BLADES, SAW. 

Wood. 
Atkins 30-in. 
Nos. ...... 
Diston 30-in. 


WOR. cccces 66 26 
$9 45 $1005 $9 45 


6 40 26 
$8 90 $9 45 $5 40 


BLOCKS. 

Wooden ...ceceeeeee rere 20% 
Patent ....... eee eeeececsese 20% 
BOARDS. 

Stove. Per doz. 
26x26, wood lined.......$14 45 
28x28, covcsee Oe OO 
30x30, a — cecosoe OOS 
26x26 


» paper lined....... 8 15 
8 - - avccee 3 
30x30, eo scccose OOO 


Banner Globe 

(single) .......per doz. $5 25 

No. 652, Banner Globe 

(single) cocccc cer Ges. 6 35 
No, 801, Brass King, per doz. 8 25 
No. 860, Single—Plain 

PED ccscsccesscccess O® 


BOLTS. 
Carriage, Machine, etc. 


Wash, 
No. 760, 


Carriage, cut thread, %x6 
and sizes smaller Par 
GROTOOE ~ cccccvcces --60 &10% 
Carriage sizes, larger and 
longer than %x6........ 60% 
Machine, %x4 and sizes small- 
er and shorter...... 65 & 10% 
Machine, sizes larger and 
or than %x4....60&10% 
GI cccweceseecess ouenne cue 
Mo » Door. 
Gem, 1OR ccccccccccccccee cb 
Gem, bronze plated.........5% 
Barrel. 
GE cccccccccccccccccesco cWet 
Wrought ...cccccccscccccces ” 
Wrought, bronzed ......... “ 
Flush. 
Wrought .cccccccccccccccceMet 
Spring. 
WOU cccccccocccesccces * 
Wrought, heavy ......++... “ 
Square. 
WEOUEEE cccccecececccecees @ 
BOXES. 
Mail. No.. 2 is 10 
Per doz..$18 00 $23 00 $29 00 
Cast Iron. 
BP GOR. ccccccsescccccescee & 
Mitre. 
Stanley's. conamews - Net Prices 
Stearns, No. 2.. per y $48 00 


BRACES, RATCHET. 
Goodell- Pratt No. 408.......$4 60 
No. 410....... 4 80 
BB. cccess © 
cocccce & OE 


11 8 in......... 8 05 
BURES, RIVETING. 


Copper Burrs only. .50% above list 
Tinners’ Iron Burrs only......Net 


BUTTS. 


Steel, antique copper or dull 
brass finish — case lots — 
3%x3%. -+per dozen pairs $2 76 
GBs ceases 3 80 

Heavy Bevel steel 
sets, case lots— 

igteaaee per dozen sets 

Steel bit "heyled pene door 
sets, each ...... 

Wrought brass bit ” keyed 
front door sets, each.... 

Cylinder front door sets, 
each eeccecce 


inside 

7 60 
1 80 
3 25 
7 00 





CALIPERS. 
SOOO 6.0.00 6nnk 40080000 660006% Net 
Inside and Outside. oneeeweeen - 
WOE 6 6000606060060068 cocccce @ 
CARRIERS. 
Hay. 


Diamond, Regular.. 


-each, nets 
Diamond, Sling ” ” 


CASTERS. 
Standard—Ball Bearing, 
beens etes coccccccce FO & 10% 
Common Plate. 
MORES WOE ccccccceccess 
Iron and porcelain wheels, 
new list coccccce 0 OO 
Phiiadelphis “Piate, new 
list esee seessosecsecilS 
iene atpeetns ed 40% 


CATCHERS, GRASS. 
No. 160S.........-per doz, +8 25 
Me. Wc ccecacece 14 01 
CEMENT, FURNACE. 


American Seal, 5 1b. cans, net $0 45 
10 lb. cans, 90 


” *“* 251b.cans, “ 1 87 
Asbestos, 5 Ib. cans..... “ 45 
Pecora, 5 Ib. cans......“ 46 

= 10 Ib. cans..... “ 90 

” 25 lb. cans....- “ 1 87 

CHAINS. 

Breast Chains, 

With Slide ....doz. pairs, $5 50 

Without Sli de.. 5 06 

Doubleslack ... 7 9 35 

With Covert Snaps “ 6 38 
Picture Chains. 

Light brass, 3 ft..per doz. 1 25 

Heavy brass, 3 tt. 1 75 
Sash Chain. (Morton’s) 
Steel, per 100 ft. 

D secabdbdetwseseaces eee $2 50 

Scandal evecounsegese Ie 

R e66ekeedseseséteteneewes 3 60 
Champjon Metal. 

TE cesnsccescoscecesoccss §& @ 

SE i adem Se ee oo 

> steasesueneanees ecosce 4 WO 
Champion Metal.—Extra Heavy. 

SME ccccscsceccocscccccoecge & 
Cable Sash Chains. 

Steel..... ..-List Net Plus 15% 


CHALK, CARPENTERS’. 
BOGS ccscccccecees per gro. $2 s 3 
0 


ML £26060eeeeeee~s 
White ” i 80 
Common White School 
CYAFOR ccccces = 0 30 
CHIMNEY “TOPS. 
Te BAB occcce -+++-per bag $1 80 
CHECKS, DOOR. 

Corbin ccccecccccccccccceet Met 
MUSSWIn .ccccccceeccecce ee Mat 
CHISELS, 

Cold. 


Good quality, % in., each $0 44 
itl oe % in., ity 0 


28 
Diamond Point. 


Vv. & B. No. 15, % inm....... 0 23 


V. & B. No. 15, % In....... © 48 
Firmer Bevelled. 
Round Nose. 

V. & B. No. 65, % in........ 0 38 
V. & B. No. 65, % im........ 0 44 
Socket Firmer. 

Cape. 
Vv. & B. No. 50, % in..... 0 29 
V. & B. No. 50, % in..... 0 64 


CHUCKS, DRILL. 
Goodell’s, for Goodell’s Screw 
Drivers...... --List less 36-40% 
Yankee, for Yankee Screw 
Drivers soccesccecge 68 


CHURNS. 
Ang -Bent Wood, 
aah “22 28** "gs 00 4 60 ss 
Belle, Barrell.........66 & 7%% 
Common Dash, 
Gal. cecee see 


coe =—6 7 
Per Gos... 2. 0000.81T 00 19 00 
CLAMPS. 


snaébeeeeoes aces 
BOTOW. cccccccccese 


cocccce eee BOG 


Adjustable. 
Martin’s 
No. 63, 

Cabinet. 
Screw ... 


eeeeenee 














April I, 1922 


Carpenters’. 
Steel Bar..List price plus 20% 


Carriage Makers’. 
Fn eeens per doz. ‘ ; 38 


IZ = © weeeee ee "7 


Sherman’s brass, \%-inch 
POF GOB. cccccccccccccecQO 48 
— brass, %-inch, per oe 


sent Fiters. 
Wentworth’s, No. 1, $12.50; No. 
2. $18.25; No. 3, $16.25. 

CLAWS, TACK 

Wood hdl. No. 10..per doz. $1 

Forged steel, wood hdl. 2 

Selle BOSE cccccccese * 3 

GRRE cccccccccscence ™ 


CLEVISES. 
BMalleable ccccccccccecccces 


LIP: 
ae A (Carolus). 
SOrererrerererrrrrs > mm |) 


Ne can careeenetdnen vie 3 26 
ek: Dacucsecs sesceecccesose © OO 
CLIPS. 

BARR wccaseeses eecccceess C5&5R% 

r. 

Standard ......... per, doz. 70c 
WE ocnesececsses 38c 
GREED cccccccece eeeee sad 50c 
COLLARS, STOVE PIPE. 

Lacquered. 
Inches...... ee 5 6 7 
Fancy ttern, 
per doz......65c Tic $4 00 
COMPASSES. 
Carpenters’ ...... cocccccccc cl 
COPP. 


ERS—Sold 
Pointed Roofing. 


: lb. and heavier....per Ib. see 
BU BDccccccccececeeses 45c 
BE Dcccccecsccceceees 0 65c 
BS  Bevccvccsceeees —_ 60c 


Picture. 
White Wire. ccccesesesO® @ 6G 
Spot BP Tswces +++.-per lb. 65c 
ae Me. T.ccee st 40¢ 


COTTERS, SPRING. 
Prrrrrrrrrrreriie it b.) 


COUPLINGS, HOSE. 


Brass..........--.per doz. $2 25 
CUT-OFFS 
Standard Sieeereeree<sosnoly 
BE BRUGES... cccccccccccccccse 
CUTTERS. 
Glass. 
Red Devil.......cceeesseee Net 
Meat. 
Bnterprise—Nos. 5 
Each ... $2 50 is 2s $3" 7s 


Nos. 
o ae 50 $8 60 


Pipe. 
Baunder’s, Nos. 1 2 3 
Each ........$1 86 275 6 75 


Slaw and Kraut. Per doz. 
4-knife Kraut...... $20 00-55 00 
3-knife Kraut, 

8x27 im. ........ 13 00-18 00 
1-knife Slaw....... 2 60 
2-knife Slaw...... 3 00 

WOGMEE cccccccccccce 11 00 

DAMPERS, STOVE PIPE. 
Diamond. 
C-ERGR ccccccecse per doz. $1 50 
DIGGERS. 
Post Hole. 
Iwan’s Split Handle 

(Eureka) 

4-ft. Handle..per doz. 15 00 

7-ft. Handle..per doz. 20 00 
Iwan’s Hercules pattern, 

BOP GOS, coccccecccccese WO 
Dividers, Wing ......+-+++e+- 5% 
DRILLS. 

Bench. 
as 7 ~\ ppeed Twist (New 
BED -cccccsece ccccccocese O® 


a... it. 
a Falls No. 12, per 

do «eee $45 50 
Millers Falis No. 112, per 

GOR. cccccccccseccesceoe SS OO 


Hand. 
Goodell’s Automatic. 
No. O1.....+0e0-+--0ach $1 60 
We, GBreccccceccesce 2 00 
Goodell-Pratt No. 4%. each 3 00 
Goodell-Pratt No. 379. “ 4 00 


iprocatin: 
Goodell’s a -” a 
SCREW. 


D 
Standard . Nets 


EAVES TROUGH. 
75-10% of Standard List. 


Milcor ..Net 


AMERICAN ARTISAN 


ELBOWS—C»onductor Pipe. 


Galvanized Steel, Tin and Terne 
Plain Round or Round Corrugated 
2 to 6 inch, Std. gauge. .60-10-56% 
2toé6 inch, 26 —* - -40-10-5% 
2toé inch, 24 gauge...165-10-5% 
SD “ecadbunenedac once én0ves Net 
Square Corrugated. 
Standard gauge.......45-10-5% 
el gauge ee ccceceeees B0°10-5% 
Mil 646000000808 oceececoeneee 


ELBOWS—Stove Pipe. 
1-piece Corrugated, Uniform. 


Doz. 
B-AMGR ccccccceccces cocccccege & 
GGG coccccccesseescoceces Bb OD 
PEED .4665.9000840020<c00n cocoe 8 OO 

Uniform, Collar Adjustable 

Dos. 
B-§MOR ccccccccccccccccccscsgh OO 
GOBER ccccdccece cceccccoe -» 2 00 
7-inch ...... oovece cocccccese 8 


FACES, WOOD. 
50% off list. 
FASTENERS, STORM SASH. 


Shroeder’s ........per doz. $1 60 
Sensible 8 00 


FENCING. 


Lawn fence, single space, 
36-inch ... ecccces 
Lawn fence, single apace, 
42-inch .... 
doubie space, 
36-inch cocceccccoces 18 OD 
Lawn fence, “doubie space, 
GB<imGR ccccccccocecccece 18 WD 
Field fence, 26-inch, No, 10 
top — bottom 12 filling 26 60 
Same, 6 filling........... 88 83 
Field fence, 32- Tach » No. 10 
top and bottom 12 filling 30 34 
Same, 6 filling........... 39 41 


FILES AND RASPS. 
Heller’s (American) 
American ......... 
Areade .... 
Black Diamond 


$912 





Bagle .cccccccsces % 
Great Western % 
Kearney & Foot.. % 
McClellan ...... % 
Nicholson ....... Jo 
Simonds .......... cocccccce OO 
J. Barton Smith........ ot 
a  esenseneese cocccccccWeee Lae 
FIRE POTS. 


Coes & Lambert’s— 
ach coscenccoceds CARS OO 
Gate City, each..... 


OM cee eeneee eee 


GALVANIZED WARE. 
Per 
Vails (Competition), 8-qt...$ 
10-q eccecee 
ae 
wash tal ‘No. i.: 


ee eeeeee 





BIR. Becccccoccscecccccccse 8 
GARAGE DOOR HARDWARE. 
Stamley . cccccccccccccccccdss BE 
GAUGES. 
Marking, Westies, etc. es 
eecccccecce eccccccece Nets 
Disston’s eb00eeeeee 20200 eBb% 


GIMLETS. 
Discount ..........65% and 10% 


GLASS. 
Yingle Seam, A and B, 
all size 85% 


Double Strength,” ‘A ana ’B, 
All BIZEB 2... cree evesereee e85% 
GLUE. 

talk. 
B Amber seceeeeees DOF Ib, one 
A white ....ceeeeees 
BH. 8. Amber..... eee - $30 
Liquid, 
Army & NA&vy......-+++++-40% 
Le Page’s— 
List a 37% % 
TAee WP ccccccccceeseseses & 
Ldet “CPi cccccccccccccess® = & 


GREASE, AXLE. 
a — 
oeceeee-per gro. $18 E+ 


qiah Lighting: retest 


Prasere, 16 Ib. $1.00; 25 lb. $1.50 


Hub ub Lightning, 15 Ib. 90c; 26 Ib. 
$1.21 each. 


HAFTS, AWL. 


Common seceeee por doz. $0 356 
- plain top 60 
Patent, leather top nad 80 
Common eoseeece pad 24 
Patent ...ceeeess “ 65 


AND HARDWAR* 


HAMMERS, HANDLED. 


Each, net 
Blacksmiths, Hand, No. 0 
BB GR, ccccccecceccccccecete OF 
Engineers’, No. 1, 26 os.... 1 36 
Farriers’, No. 7, 7 OZ...... 1 41 
Machinists’, No. 1, 7 oz.... 1 06 
Nail. 
Venetian, No, 41, 20 oz., as 
vensmenn, ‘No. 41%, 16 oz., 

GRE 0:04.0000805960090680 45 
be = B, No. ii, 16 oz., es 
Garden Gity, No. 111%, ié 

CEng GOBER ccccccccccccce 77 

Tinner’s Riveting, No. 1, 8 
OB., CCH cocccccscccseses 80 
Shoe, Steel, No. 1, 13 oz., 
@BCR cocscsccccsoccccceces 3 
Tack. 
Magnetic, 
No. 6, each........+.+- 1 60 


HAMMERS, HEAVY 
Farriers ccccdccccccccccces DOG 


8, 
Single and Double Face... .60% 
HANDLES. 


Agricultural Tool. 
4%-inch, plain...per doz. $3 50 
Auger. 
Commen Assorted, per 6 Goa, $0 75 
Pratt’s Adjustable, 
1 & 2, per doz......... 6 00 
Ives’ Aafontabdle. per set 1 36 


Axe. 
Hickory, No. 1....per doz. : 00 
Hickory, No. 00 


ist uality, second growth H 00 
Spec al white, 2nd growth 4 60 
Chisel. 
Hickory, Tanged, Firmer 
Assort ceseeess DOr Gos. 55c 
Hickory, Socket Firmer, 
Assorte oeceeee- per doz, 70¢ 


Coal Pick ........ ccccceccesGG 
Drifting Pick.........++++++-40% 
File, assorted........per doz. 30c 
Hammer and Hatchet. 

No. 1, per dow........++..$0 80 

Second growth hickory, per 

GOB, cccccccccccccccccce 2 OO 

Hay and Manure Fork, Han- 

dies, Strap and Ferrule.. 
-per doz. $7 00 


Seer eeweeeteeeee 


Screw Driver. 

Assorted 2... cceeecceees each 6c 
Shovel and Spade............Net 
HANGERS. 

Door. 
Matchless ....ccccccceccesemNet 
Reliable ccccsccccccccccccce et 
Richards ...ceescecceesee + B5% 
Garage 
(See Garage Door Hdw.) 
Conductor Pipe. 


Perfection..........50% 
Milcor Perfection...........Net 
Eaves Trough. 
Steel hangers...... eeeeees see 80% 
Triple twist wire............10% 
Milcor Eeclipse.......0-+0+-++-Net 
Milcor Triplex. .....cccccccces 
Milcor Milwaukee.............Net 


HASPS. 
Wrought, with staples Net 
HATCHETS. 
Per doz. 


2 extra quality 
DD ce thkaeteeceweeneee $16 00 
Competitive Grade ......... 12 00 
No. 2 Warranted  weeyperd 12 00 
Competitive Forged 8 00 
HAY RACK BRACKETS. 

Wenszsleman’s No. 1 

er doz. sets $18 00 
Wenzieman’s } 0. 2 


Hinge, 


ecccceoves -+-per dos. sets 19 20 
HINGES. 
Blind. 
Clark’s Gravity 
WO.. Leccccccececes -per, set 45c 
(Sk Sala ep anes 88c 


Clarks........ 2 3 
Hes. & Ltch, ea. sic 110 2 40 
Hinges only— 





veer cccccccccccccoccegs OS 
Low egececoesocecaces & OO 
Leashes only— 
No. teeeeceerceees @MCh 28e¢ 
Bs eeeene 0c0neeene 28c 
Screen 
1761—3x3 doc ccccc ese c GG, $3 00 
oe eocccce 1 96 
"Chicago «+eeee- AGG 10% to list 
Matchless ...----++0..+-+-.40% 
New Idea $¢ 90 
Wrought 


Iron. 
Per 00 pairs with 
—— Strap Hinges, No. No, . $12 60 
Hinges, No.4 16 76 

Fishe T Hinges....No.3 123 10 
Heavy T Hi .--No.4 20 00 
Extra Heavy ainges, 

seccccecesocscscee es 8 ® 


RECORD 


61 


Screw Hook and 
6 to 12 in... per 100 Ibs. $7 75 
14 to 20 in... * - 7 60 
22 to 36 in... “ ° 7 26 
Screw Hook and Eye. 
Me cceces per doz. pair $3 2 3 


% im....... ™ i Hi 


HOES. 


GerGem oécccccccsccesocccccccmet 


HOOKS. 
Awning, No. 60........ 


o+eeeeNet 
Belt. 
DTOWMES cocccccccccces - - 10&te 
SORED cccccccdcccse sees SbGERH 
= 7 
evceccee 10 123 
Bech gomesen 29 077 O 86 
Bush. : 
Common Axe Handle, 
Per Gok, ...--ceeeeeee + $20 00 
Chain, 
Inch.. % 6/16 % 7/16 % 
Pr. 100 $7 60-8 10 9 75 11 6@ 123 60 
Clothes Line. 


Ja  —— — ahaa Gos. 350—1 60 


Galvanized. 6560—3 26 
Conductor. 
Conductor hooks. .......230-10% 


Milcor iaiamanenad aaa 
Corn. 

Common, riveted, red, per ¢ dz. Net 
Little Giant.......+.. 
Grass. 

Common Nos. 1 

Per dos. .$4 3 3 i 3 fo 3" be 


With plate......per doz. $1 00 
With screw...... “ 95 





Picture w 05? sacce SODMSOR ALIS 
Potate and Manure Ne 
HOBE. 

Per Ft. 

%-inch molded reel ........18%¢ 

cinch 3 ply  — ebb 008 ce 
-inch 4 ply duck.. ° 16c 

%-inch 6 ply multiple. . eeee 110%e 


TRONS. 


Charcoal ......per doz. $11 00 
Common, pcumen, per 

200 IDR ccccccccccce fs 
No. 70 Asbestos. reps 50 net 
No. 76 net 
Common, nickel plated... 8 326 
Mrs. Pott’s, 
No. 60 J, Enterprise, per set Nets 
No. 65 J. Ti oe Ty 


No. 50 T, “ “ 
No. 65 T, . - - 
JACKS. 


Wagon, 
Richard’s No. 1..per doz. $15 50 
Oliver, 


Each ...... «+++ -$0 60 $0 80 

NOB. wccccccces ) 00 
Standard, 

Bach ......++-+-$8 60 #1. 00 

WMGR. ccccccccceee & 

Whee EAE cccccccccccccccses ° 4a% 
TISOF ncccces eeccce eeccceces 40% 
KETTLES. 

WFAGB cc cccccccce eecccecceeone 
Cauldron cccevecoces e 008 
Copper ....+++. eovcecce - per Ib. 37 
Maslin ...... ceceesscees AOK1OG 
BuPGAP .ccccccccccessce eevee 50% 
KNIVES. 
Beet Topping. 
Clyde, 9-in. Scimiter Blade, 5% 
Caldera” 2.2.2.0 2 o.oo ee 
Butcher. 


Beechwood Handles, 6-inch 9s 


blade 
Besewess | Handles, *7-inch 


enccecesocoee 
Beechwood ‘Handles, 8-inch 
BIAEO ccccccce ses adiingionsn Nn 
Cooper’s Hoop ...... covccee OS 
Drawing. 
Standard ....cceccecceeseeBb% 
Adjustable .....cceceeee+ +e BBR 
Barton’s Carpenters’ ......25% 
Hay. 
Iwan’s Solid Socket.......25% 
Heath’s .... ae noe 
Iwan’s Sickie Bdge........25% 
Iwan’s Imp’d Serrated... .25% 
Hedge. 
Challenge ....ceccscsvereeeBB% 
Disston’s No. 1.....eeeeee BBR 
Putty. 
COMMON... ce ecsecsecees + BBN 
ders ..... ereceses 26% 
Scraping. 

Beech Handle ........ +++ eBb% 
Landers. ....eedeeseereee BBG 
KNOBS. 

Door. 
ineral ..... +++ per dos. $3 ee 
orcelain ....++++ 2 60 
aa 2 00 


SOS scccicce eeccee 








62 


LADDERS. 
Step. 


Gemmon, per sec 
Common, with Sheit, add ioe 

Challenge, 6 tf epee 
10 to 16 ft.... 


seeececeerees -OUC 


LANTERNS. 
Per oes 
Monarch tin, hot blast.... 
Dietz No. 2 cold blast..... 13 00 
Best tubular .......ssse++: 8 25 


Competition lanterns No. 0 


ace 6 65 


EATHER., 
Rawhide % -inch 
%-inch 
LEATHERS, 
Valve and Plunger.......-- 
LEVELS. 


= No. 
“ 24-26 in......each 1 02 
ai 28-30 in......each 1 00 





LIFTERS. 
Stove Cover. 
Coppered .....-- per gro. $6 00 
Alaska .....eees wi 4 76 
Payson’S ...sseeeee ocseec® 
LINES. 
Jute .... 
Sisal .. “3 
Cotton 2 
Braided Gotton esccene “ 2c 
LINING, STOVE 
Bricks ..ccccccccccs per crate 42c 
LOCKS. 
Barn Door. 
No. 60 Stearns. -per doz. "8 00 
No. 80 00 
Ri MACHINES. 
veting. 
Stearns No. 1...per doz. $16 00 
Tenoning 
No, 60 FD eace’s Spoke, each $16 00 
— , MALLETS. 
Fibre Head, No. 2 per, doz. 7 50 
No. 3 9 50 
” No. . ” 38 50 


Round Hickory 
seeeeeesper doz. $3 00— 5 00 


T - 
Eiickory ......-: per doz. $2 25 
MATS. 
Door. 
National Rigid...... as 
Acme Steel Flexible....... 
MEASURES. 
Galvanized, doz.........++++ Nets 
Japanned, d0Z........++++- .-Nets 
MITRES. 


Galvanized steel mitres, and 
caps, end pieces, outlets. oo ee 
WEEIOSE ccccceccccece eae 


MOPS. 
Cotton. Star (Cut Ends). 
Pounds 12’ 15’ 18 24'-8-oz. 


Per doz. $4 00 4 35 . 50 7 00 
Enterprise .........- ° --16% 
PE nc cccseesccocecsces 50&5% 

NAILS. 
Get Bbedd. .cccccccvceccecs $4 46 
Pt GE eacatensedsocesnens 

COM, cc cccceccccececes 3 00 
Cement Coated. 

Banal] Lots ..cccccccccccccs 2 65 
Horseshoe. 

PEED 6.6 ccccccccocs -- 55&5% 

Capewell .cccccccccseses - +15 

Perfect ..... -s2ennnaee - 5545 

PGE. ccccceceoecos «+ -20&5% 

Star eccccece ceeeccosess 0&5% 
Picture. 

Brass SENEEOe nee ssnhaaae 
Furniture coeseccce -List plus 15% 


NETTING, POULTRY. 
Galvanized before weaving...50% 
Galvanized after weaving... .40% 


NIPPERS. 


End Cutting. 
Berg’s (Swedish) In. 6 6 
Per dozen........$12 60 15 20 
End and Diagonal Cutting. 
Berg’s (Swedish) In. 5 6 
Per dozen........$10 05 13 00 


oof. 
Mielbere cccccces nae -- 
V. & B., No. 62, each o+ee$2 26 
NOZZLES. 
Hose. 
Magic ........--per doz. $9 50 
Diamond ...... ” 6 75 
OILERS. 
Chase Pattern. ‘ 
Brass and Copper.........- 10% 
BD bceeusecese oo0006ees -20% 
road. 
PENG. wnceccovesesvns 33% % 
Stee 


Copper Plated ....... 50-10-5% 


OPENERS. 

Can. 

Delmonico .....- Per, (doz. $1 30 

Never Slip ...... 65 
Crate. 

Vv. & B. ...per doz. $7 25-11 00 

PAILS. 

Cream. 

14-qt. without gauge 


coccoccce Or Ges. $8 60 
18-qt. ‘without gauge, 
‘ --per doz. 11 00 
20- -qt. ‘without gauge, 
cocccee ear Ges. 13 96 


Sap. 
10-qt., IC Tin....per doz. $4 00 
12 ir “e o iid 5 60 
Stock. 
Galv. qts. 14 18 20 
+ ll doz.$9 75 10° 75 12 75 14 50 
ar qts. 10 12 14 
Per doz......$5 75 6 50 7 25 
ood, 
Cable, 2-Hoop....per doz. Nets 
Cable, 3-Hoop.... sd ets 
Cedar, 8-Hoop, brass “ Nets 
PANS. 
Dripping ...... $eeteinekmeun Net 
y. 
SBR cccccccccscsesses Nets 
BROMO cccccccosccccccccese - 
Roasting. 
Paxton, 
Pe scoces § 2 3 4 
Per GOS. ccccccccccccces -Nets 


Neverburn .. 
Savory, No. 200.. per doz. “$s 40 


PAPER. 
Roofing. 
Major, LePlY cocccccccccecss 
DE cccesenedcoesece & OD 
_ Sl cccccscces 2 65 
Red Rosin. ipeccan eer ton *$i11 46 
Sand and Emery. 
No. 1 per ream, best grade $5 40 
No. 1, per ream, cheaper 
grade ceccee eccocrsece oo 6H 


Potato 
Goodell’s 10% 
in., 
‘Saratoga, 5 in., 


doz. 
Goodell’s 
doz. 
PICKS. 

Adze Eye Ore...... 
Drifting. and Poli Picks. oe < 
Plumbs, Railroad 
SUPIMCO .ccccccccccsccescces 

PINCERS. 
Carpenters’, cast steel, 
No.. 8 


10 
Each $056 $0 $0 98 $1 03 


Per square 
33 


Saratoga, 


Blacksmiths’, No. 10....... 
Hleller’s .cccccccece Lat plus 10% 
PINS. 

Clothes. 
Common, per boxof5 gro. $0 95 
Picket. 
Fluted, 15-in......per doz. $1 10 
Fluted, 21l-in...... 1 60 
BES ccvcccecces = 1 90 
PIPE. 
Conductor, 
Plain Round and Round Corru- 
ate 
29 Gauge .....00% cooccece -55% 
28 ™ sees seeeeee es ABM 
26 wa betiteesees oeses 
24 -  sP¥Meaedeubenéesanes tf 4 
Square Corrugated A and B and 
Octagon. 
BP GMD cccccccccevonspes 40% 
28 - ccsccccccescceoccGe ee 
26 ” ceccecegeoccesscce ee 
24 " ~«babesawe -10% 


Prices for “Galvanizea “Toncan 
Metal, Genuine O. H. Iron, Lyon- 
more Metal and Keystone C. B. 
on application. 

Plain Round and Round Corru- 

gated. 

29 Gauge seatelontnesSiGGiae 

26 

24 7 . gpasansenéesnesss $4 

Square Corrugated A “—— B 

Polygon and Octagon. 


29 Gauge eseoccces oon en O68 -40% 
26 sponsssnesecenseimeeD 
24 - .  Seiehesetonn dene 10% 


signs 
Milcor, all “styles and gauges.. Net 


Standard Gauge, 
Crated and pomend- osees 60-25% 
Crated, not nested......60-20% 


Portico Elbows. 
Standard Gauge Conductor Pipe, 
plain or corrugated. 
Not Nested ..........60&10% 
Nested solid ........60&15% 
itove. Per = joints. 
26 gauge, 56 one E. 
d a ake a4 60 


. - 15 60 
‘Inch E. C. 
udtesnscs SV OD 
28. gauge, ‘BS inch B. Cc. 
MOBSSR cccccccccccccees 


nes cess 
26 oe. 7 
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28 gauge, 6 inch E. C. 
neste 


28 Ce al 
ted 


i inch EB. C. 
ae eseoge BB 60 
30 no gal é inch E. Cc. 
nested spoveencee Se OO 
a gauge, 7 inch B. C. 
ested cescccces 26 60 
T-Joint Made “up. 
6-inch ...........per 100 $40 00 
Furnace Pipe. 
Double Wall Pipe and Fit- 
Pipe, 
Pipe Fittings ........ -45% 
Galvanized and Back Iron 


este 
30 gauge, 
nested 


Pipe, Shoes, etc.........4 
Milcor, galvanized ........ Net 
PLANES. 
Stanley Iron Bench..... ovccsdeet 
PLIERS. 
V. & B. No. 6.........each $0 57 
No. 7 cocoe 8 CO 
sa se gg Duty “106:: @ 566 
NO. B.ccccece © 64 
le “Bide ‘Cutting. 
Berg’s 
(Swedish), In. 6 7 ® 
Blk. Pol. Face, 
neneee $1070 2000 2335 
Long Nose Side Cutting. 
erg’s (Swedish) In. 5 6 
Blk. Pol. Face, a $1225 15 20 
Flat and Round Nose. 
Berg’s —eemeed 
Flat, In. 6 8 
BIk. Pol. Face, 
Th. dinnns $890 1335 1966 
mene’s Guee) 
Round, In. 6 & 
Blk. Pol. Face 
Doz. .....$1115 1630 22 35 
POINTS, GLAZIERS. 

Ne. 1, 3 am@ 8..ccces per doz. 75c 
POINTERS, SPOKE. 
Stearns’ No. 1....per doz.. $10 00 

™ No. 2.... ig 12 00 


POKERS, STOVE. 
Wr't Steel, str’t or bent, 
oes per doz. $0 75 
Nickel ‘Piated, coil hanl’s “ 1 10 
PRESSES, FRUIT AND JELLY 
Enterprise Manufacturing Co. 25% 
PRUNERS. 
Disston’s Pole.....per doz. $18 00 





Water’s Improved, per doz. 60% 
SE cccocee .--per doz. $14 50 
Never-Slip ...... ” 17 00 

PULLEYS. 

Awning—Jap’d .......0.0. 10% 

Ct PD eecctedennesees 10% 

Hay Fork. 

Iron Wheel, 5-in..per doz. $2 50 
Wood Wheel, 6- in 2.65 
Wood Wheel, 6-in., 

pass knot ...... - 3 00 

Sash. 

COMMON .....sececece --Net 

Common-Sense, . 

Empire Pattern, 

SORE ccceseccs eece 

ES Seeded ceieos neceenane 
PUMPS. 

Spray. 

Midget Junior....per doz. 4 76 

New Misty ...... 6 00 

CHGNSSME co cccccess - 6 50 
UNCHES. 

Conductors. 

No. 22.......-..--per doz. $3.00 

DEED. cescecveosce d per Ib. 25 

Saddlers’. 


Common...per doz, $1 50 to $5 00 

Revolving Spring. 
Stearns, No. 10..per doz. ‘ e ss 
0 


ang 40.. 
60. is 00 
Parker Metal Punch No. 
ox «sees -@ach $7 00 
Whitney's ‘Ball Bearing. . 


Sar .--Prices on application 
PARERS. 
Apple. 
OOGEITO cecccce per doz. $10 80 
SEED cxcese - 11 40 
White Mountain - 8 40 
Reading No. 78 = 11 40 
PUTTY. 
Commercial Putty, 100-Ib, 
MED cccescscsccoceconceeste WF 
RAKES. 
Garden doz. 


Steel, Bow, 12-inch Teeth” 33 50 
Steel, Bow, 14-inch 9 25 
Malleable Iron, 12-in. “ 4 75 
Malleable Iron, 14-in. “ 5 00 


ay. 
eee: BO Weesscccscvad $4 00 
wn. 

30 Teeth .........perdoz. 5 50 
RAZORS—SAFETY 
Gillette ...........per doz. oes 00 
Auto Strop ....... 45 00 
Tn. «csme wi 8 40 
Gem (3 doz. lots). a 8 00 
Ever Ready us 8 40 
Ever meaay (3 ‘az. lots) - 8 00 
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RAZORS—STRAIGHT. 
RAZOR STROPS. 
(Honing) 

REGISTERS. 
Caet BOR cccccceeseves 
Steel and Semi -Steel. 
ra 50% 
Adjustable Ceiling Ventilators 50% 
Register Faces—Cast and Stee) 
Japanned, Bronzed and Plated, 


Star 


— | 
soo 0 0 160% 


4x 6 to 14x14.......... -50% 
Large Register Faces—Cast, 
14x14 to 38x42...... onsen’ 


Large Register Faces—Steel, 
14x14 to 38x42........20.. A 


RIDGE ROLL, 


Galvanized. 
Crated id tbebeien* cen 70-25% 
TEE ccewesecescoceses 70-25-5% 
ED n.caweneassovéeeeennoeuc Ner 
RINGS AND RINGERS 
Pull. 
RE sccsescees 2%-in. 3-in 
er GO «ccesceos $2 40 $2 «5. 
Rea’s Improved Self- 
Piercing copper, 
eTr rrr rT doz. 3 40 
Steel, per doz..... i 50 1 &® 
Fruit Jar. 
NEED s#usadvebounees perlb. 30 
RIVE 


TS. 
-Add 15% to list 
ee % 

— ontiene seeanenwaes 30% 
De cecintte+ son ou per Ib. $0 17 
Slotted Clinch per pond 60@1 10 
Tubular. 

Nos. 1 and 2 assorted sizes, 


Copper Belt. 
Coppered Iron 


YS doz. 75c 
Nos. 1 and 2 assorted sizes, 
i eta doz. 1 40 
ROPE. 
Cotton. 
“ = 16 in. Com. on reels, 
Seeccecosceeccese 80c 
¥? »* 16 in. -, in’ coils, 
per lb. eeecccececsccese 80c- 
lst Quality, base 12%c to 13%c 
Pe Beeceseneeees llc to ll&c 
Manila. 
lst Quality standard 
BOE sxcceses 64%c to 1l7ke 
eh aebneces coeees 15¢c to 15bk¥&e 
Pure Manlia. 
lst Qualit}, base, 
per Ib. . .....17%c to 18%c 
Hardware Grade, per Ib. 11%c 
SAWS. 
Butchers’. 
Atkins No. 2, 14-in $12 20. 
- 2. wane « 13 70 
rat No. 2, 22-in.. 15 25 
os BO. Ty BEER cccce 15 20 
- . 2 ee 17 30 
rad 2, tn aeices se 19 35 
7 BOs. TF, Bic cssse 21 40 
Compass. 
Atkins No. 2, 10-in.....$ 4 95. 
= No. 10, 10-in. 5 10 


ee Blades, No. 2, 10- in. 2 95 
= No. 2,10-in. 3 00 


Cross-Cut. 
Atkins No. 221, 4-ft...... 2 70: 
” Ce eS aaa 4 10: 
a - —- ee 5 45 
Flooring. 
Atkins ee 06, 26-Im. 3... 19 95 
ss . aes 21 85 
Hand - Rip. 
Atkins Mo. 54, 30-im..... 17 75 
No. 54, 26-in..... 22 10: 
“ No. 53, 16-in..... 16 45 
No. 53, 20-in..... 20 80 
as No. 58, 24-in..... 24 20 
” No. 53, 28-in..... 28 60 
- No. 53, 30-in..... 31 95 
Keyhole. 
Atkins No. 1, complete... 2 80: 


No. 2, complete... 3 35 





Miter Box. 
Atkins mes By Gi aces 29 70: 
ek. 2s is o¢:5-e 24 655 
Bee. 2, GB cess 38 35 
Pruning. 
Atkins No. 20, 12-in..... 7 70 
“a No. 10, 16-in..... 16 60: 
Wood. 
Atkins No. 203.......... 8 50 
7 ek Mn c8n0n0see 10 05 
“a No. 906.. - 15 65 
- No. 1509......... 18 40° 


SCOOPS. 
Hubbard Western a manages. 


Size A B 

1.. $16 75 1600 16 26 

Se. 17 10 16 35 

6.. 17 85 17 10 
CRAPERS 


x. 7 
Triangular No. 6 per doz. 


Cubic Se. sces 7 3 
With aaete ea. $700 6 So 6 20: 

SCRE. DOOR HINGES. 
Cast +.-gross $13 00 
WEONe cocennsnnnese ™ 9 60- 


$6 25 


1 1% 1 1% 
$682 787 945 16 80 

Wood, white mpi per doz. 6 00- 
=. P= .- 


ececcece cocccc ccs OS 
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ee cettadesas seeeennesens 30% 
Lag or ‘Coach—all sizes, 
gimlet pointed ........ 60 & 10% 
Saw—Centennial, 
NOB. .oceeee 2 3 4 
Per doz...... 47c 55c¢ The 90c 
F. H. Bright ...... 82% & 16% % 
ee & Aare 
PW. HB. Japa ..ccess Pay 5% 
F. H. Brass .. 77% &10&5% 
R. H. Brass .......75&10 & 5% 
SCYTHES. 

Clipper, Grass....per doz. $13 50 
Honest Dutchman - 13 00 
SETS. 

Nail. 
Square head...... per doz. 1 84 
Cup point, knurled = 1 78 
vet. 
Farmers’ ......++:+ per doz. ; 50 
Tinners’ Pee. ceanecensases 5 76 
SOD cseccoe cece OO 


Saw 
Atkins No. 10....per doz. $3 80 
No. 12. 6 20 


Disston’s Monarch 
No. 2 


raeeeeer - 9 90 
Disston’ 8 Monarch 
We. 2B ccccceces “24 13 20 
Leach’s TTT TT TTT . 80 
Nash’s Hand os 3 15 
Nash’s X-Cut P 4 20 
Stillman’s Lever.. ee 1 30 
Stillman’s X-Cut.. - 2 50 


Whiting Pattern, 

Ne. 31 .ncccccee ” 7 50 
Eccentric Anvil, 

Hand No. 395, 

N. P. Norrill Pat- 


COTM 3 ccccvccses 14 50 
SHEARS. 
Per Doz. 
Nickel Plated, Straight, 6” +8 20 
“ “ “ sg” 16 80 
Japanned, Straight ....6” 11 00 
= ce wer we 
- - cove” ee 
SHEAVES, SLIDING DOOR. 
Common. 
Inches .....-- 3 4 5 
Per set .....- $140 175 2 40 
Hatfield’s. 
Per set $1 80 210 2 75 25 
SHINGLES 
* Per Square 
Zine (Illinois) .....--++-+-- $15 00 
SHOES. 
Conductor ......-cesecsecees 60% 
SHOVELS AND SPADES. 
Coa 
Hubbard’s 
No. A B Cc D 
1 $1600 1510 1445 1370 
2 1635 1560 1485 1410 
3 16 75 4 4 1625 1445 
4 17 10 1660 14 85 
Post Drains & Ditching. 
Hubbard’s 
Size A B Cc 
a” seceus 1715 1640 1565 
Se Keene 1750 1675 1600 
Se” accaee 1785 1710 16 85 
Se scenes 1820 1745 1670 
Se”  vcnnns 1855 1780 1705 
Alaska Steel. 

D-Handle .....+-+-- per doz. $3 50 
Long Handle ......- cad 3 00 
SKATES. 

Roller. 
Ball Bearing—Boys’ ..... $1 50 
Ball Bearing—Girls’ ..... 1 60 
SNAPS, HARNESS. 
Covered Spring ....----- da 30% 
Judd’s Pattern Add 33 1- oo to list 


SNATHS. 
Double Ring Bush. -per, doz. +4 75 
Patent Loop, Bush 0 00 
Patent Loop, Grass. ™ % 75 


SNIPS, TINNERS'’. 


Clover Leaf .....++-+-+++02 40&10% 
National ......-ceeeeeeces 40&10% 
Star ...cccces o000ssees wee ee 50% 
MEICOr 2. cccccccccccccccccess Net 
SPRINGS, DOOR. 

Perfect. 

anc 2 & @& € 8. 9 

Per doz. 45c 50c 55c 65c 80c 90c 
Reliance. 

Light ssestem Heavy 
Per doz...$1 - 3 75 
Torrey’s ....-- pm. a. 1 65 


SPRINKLERS, LAWN. 
Stearn’s No. 1....per doz. $11 50 


Steel and Iron..........++++- Net 
(Ada for bluing, $3.00 per doz. net) 
BINGO cccccccccccescvese 


Try 
‘ er 


STAPLES. 
a 
a. Pee er Ib. 21@22c 
Butter, Tub inieg ieébide 
Fence— 
Polished ..... per 100 Ibs. $5 45 
Galvanized - 6 16 
ce : 
alvanized ....per 100 lbs. 6 56 
Wrought. = 
Wrought Staples, Hasps and 
Staples, Hasps, Hooks and 
Staples, and Hooks and 
rr er 50&10% 
SO HN cescvccescease 35% 
STONES. 
xe. 
Hindostan .....per lb. New Nets 
More Grit .... - 
aor - = 
Emery. 
No. 126. -per doz. New Nets 
Oil—Mounted. 
Arkansas Hard 
- @ eteses per doz. New Nets 
Arkansas So = a 


Washita No. 717 ” se 
oil—Unmounted. 

Arkansas Hard per Ib. } 

Arkansas Soft 45 


Lily White... S ” 
Queer Creek.. we re 
Washita ..... = = 
Scythe. 
Black Diamond per gro. New Nets 
Creseemt cceccs me 
Green Mountain =e = 
LaMolle ..... 
Extra Quinne- 
i Wegdene’ 4 . 
Red End ..... - 
STOPS, BENCH. 
~~ is Morrill pat- 
ostestacees per doz. $11 00 
No. iu Stearns ae 
(nian senees ” 10 00 
No. “is Smith pattern “ 7 00 
STOPPERS, FLUE. 
Common .....e+++- per doz. $1 10 
Gem, flat, No. 3.. set 1 00 
Gem, Ne. 1. .ccecces ™ 116 
STRETCHERS. 
Carpet. 
Bullard’s ........ oe doz. $3 90 
Excelsior ...... 5 25 
Malleable Iron.. ” 70 
Perfection ...... - 6 30 
MR lccccccccecs - 4 60 
Wire. 
Oo. S. Elwood, No. : per doz. Nets 
O. 8S. Elwood, No. 2 
SWIVELS. 
Malleable Iron ..... per lb. $0 10 
Wrought Steel .-pergro. 4 50 


TACKS. 
Bill Posters’ 6-o0z., 25-lb. boxes 


DOT ID. ccccccccccccsccsccces 15c 
Upholsterers’ 6-oz., 25-Ib. 
boxes, per Ib.........-.-- 15%c 


TAPES, MEASURING. 


asmew Ekim .ccccscccce List&40% 
THERMOMETERS. 

Tin Case...... om, doz. pees 1 26 

Wood Back.. $2 60& 12 00 

GOES ccccvcess as 12 00 

TIES. 
Kale. 
Single Loop, carload 
BORE nacesdesccsngeeeses 75&7% 
Single Loop, less than 
Car 10tS ....eee++--- 70&15% 
TRAPS. 

Game with Chains. Per doz 
Victor NO. La.ncccccsescee 2 01 
Oneida Jump No. 1....... 2 75 
Newhouse No. 1........-- 5 62 


Meuse and Rat. List per gross. 
Sure Catch Mouse Traps.$ 8 70 
Vim Mouse Traps....... 3 70 
Short Stop Mouse Traps. 3 20 
Wood Choker Mouse 


Traps, 4 hole.......... 17 00 
Sure Catch Rat Traps.... 16 00 
Vim Rat Traps........-. 16 00 
Short Stop Rat Trap.... 15 00 
Dead Easy Rat Traps.... 17 00 
Star Rat Traps.......--. +4 00 
TED. ocsanesenesesase00es 4 00 

Packed in One Bushel Band } Rn 
Baskets. 


List per bushel. 
Sure Catch Mouse Traps 


(360 Traps) ..........$ 9 30 
Short Stop” Mouse Traps 
(360 Traps) .....----- 


aps) 
a — PRat Traps (54 
Short Stop Rat Traps (54 
Traps) 
Assorted Mouse and Rat Traps. 
List per bushel. 
Sure Catch (216 Mouse 
Traps and 26 Rat ba — 50 
Short Sto (216 
Traps and 26 Rat oat 7 50 


5 60 
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TROWELS. 
Cement, 
Atkins Me, Gocnrseocesecs 19 50 
Ps Deine vt 0h ecna 25 60 
og errr 30% 
TUBS, WASH. 
Standard, Wood. Ea. 


Nos. .. 3 2 1 apes 
Per doz. $950 1125 1275 15 50 
Gyfceninss. 


omen ees 2 3 
Per doz. 13 ort 15 95 18 60 
TWINE. 
White Cotton. 
Eureka, 4-ply.......- per Ib. 30c 


Jute. 
8-ply and 6-ply ale Lots.22%c 


VALLEY. 
Pogmes Valley Galvanized 
DE cameateocheepnaced 60-5% 
SE webeceenesesenceesenes Net 
VISES. 
No. 700, Hand, 
Inches... 4 5 hy 
DOB. ccccce $11 15 13 00 14 85 
No vee In 4 5 6 
gecnee ‘$11 15 18 00 16 70 


Do 
No. 1 Genuine Wentworth, 
Noiseless Saw. -per doz. 15 00 
No. 2, Genuine Wentworth, 
Noiseless Saw....per doz. 22 50 
No. 3, Genuine Wentworth, 
Noiseless Saw....per doz. 20 00 
No. 600, All Steel Folding 
 ccccecse ..per doz. 16 90 


WASHERS. 
Standard O. G. cast iron, per 
BA otccccceececeosecooosss 8%c 
Wrought steel in 5-)b. boxes, 
per Ib.: 
In. 3/16 % 5/16 % ed 
16ec 14c 12c idle 10c 
* 1 
9%e $c ac sc 
WEDGES. 
Ax. per doz. Nets 
a .......per lb. Nets 
et \ vhenesecasacenee per Ib. 8% 
WEIGHTS 
aa acne ei per lb. Nets 
Sash—f. o. b. Chicago. 
Ton lots, per ton........ $36 00 
Smaller lots, per ton..... 37 50 
WHEEL BARROWS. 
Common Wood Tray....... $3 00 
Steel TERY wcccccscccsceses 4 50 
Angle leg, garden......... 5 75 
WHEELS. 
GeeherenGem .ccceccceseceses 50% 
OE csscevceceeaceessgues 60% 
Well, Ins....... 8 10 12 
POP GOB. c0+c0 $5 560 725 8& 50 
12-in. heavy hoisting, 
DEP Bobi nvcscccsvcscéve $25 00 
WIRE. 
Black annealed wire, No. 8 
per 100 IbB.....cccccecsee 2 85 
Galvanized barb wire, per 100 P 
SOM. 2000008005006000080600 5 
Wire cloth — black painted, 
12-mesh, per 100 sq. ft... 1 90 
Cattle Wire—galvanized 
catch weight spool, per 
SD Tk saneeeeconvénnress 65 
Galvanized Hog wire, 80 rod 
spool, per spool..........- 3 23 
Galvanized plain wire, No. 8, 
Per 100 Ibe. .cccccccecececs 3 35 
WOOD FACES. 
50% off list. 
WRENCHES. 
Coes Steel Handle, 6-in...... 60% 
= ~ ~ Ga c2cwes 0% 
we ie = Be @ a nesss 60% 
" ee BBe * cccces 60% 
Coes Knife-Handle, 6-in...... 60% 
- - 2 Se cance 60% 
- - “: 1D- © wcccee 60% 
= “s o Se. coves 60% 
Coes All Patterns ..........-- 60% 


Knife Handle Pattern. 
No. 63, Screw Wrench, List 


PIGD cccccesccccscces ++2+830% 
No. $0, Steel Handle....... 30% 
WRINGERS. 

No. 790, Guarantee, per doz. $55 560 
No. 770, Bicycle ... 52 50 
No. 670, Domestic .. sin 49 00 
No. 110, Brighton .. - 44 00 
No. 750, Guarantee . she 55 50 
No. 740, Bicycle : 52 60 
No. 22, Pioneer ... "7 41 00 
No. 2, Superb .... - 29 0 
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ADVERTISERS’ INDEX 


The dash (—) indicates that the 
advertisement does not appear in 
this issue. 

ADOSCE BEG. Gi co ccecvccccs co we 
American Furnace Co......... 
American Rolling Mill Co..... 


ones §tbteasuens Front Cover 
American Steel & Wire Co.... Ti 
BGO osdbeversdwvdesdcsese : 
Ashton Mfg. Co...... : 7 76 
Berger Bros. Co........ 65 
Bernz Co., Otto..... Chet nek’ 
Bertsch & Co.... ‘ 7 
Black Silk Stove Polish Co. 
Bullard & Gormley Co..... Se 


Burgess Soldering Furnace (Co, 
Burton Co., J R 
ae SE Cs onc tea oa a 
seas @& Ces. GOO Bicccccccs t 
‘lark-Smith Hardware Co..... 76 
Nayton & Lambert Mfg. Co... 706 
‘leveland & Buffalo Transit Co. 7: 
‘leveland Castings Pat. Co.... 12 
‘eveland Eng. Inst........ 
‘inton Furnace Stove Co...... ! 
SUOR WORDED. DOs csccensesses 7 
‘ooperative Fdy. 2 
‘opper-Clad Malleable Range Co, 2 
‘ornish & Co., B : 


‘ortright Metal Roofing Co 6! 
‘urfman Mfg, Co., F. 
Jangler Stove Co......... 


Vapor Stove Co 
Dieckman Co., Ferdinand 
Diener Mfg. Co., Geo. W 

Double Blast Mfg. Co... 

Dries & Krump Mfg. Co. if 
Fanner Mfg. Co......... oo. a 
Farquhar Furnace Co..... ; lf 
Federal Varnish Company : 74 


The Detroit 


Forest City Fdy. & Mfg. Co 

Fox Furnace Co.......... ; 
Friedley- Voshardt A. se 6+ 
Ce Ge GA Be Gein ccancecs ae 
Gerock Bros. Mfg. Co.... 
Gohmann Bros. & Kahler 16 


Hall-Neal Furnace Co... 
Hardware Specialty Co. : 
Harrington & King P’f’g Co 6! 
Hart & Cooley Co...... ce ae 
a Peer 
Haynes-Langenberg 
See “GD cccbcecevce 
Hemp & Co. i hana te ts a he co Se 
Henry Furnace “& Fdy. Co 2 
Hessler Co., H. E ; 
Hess-Snyder Co. 
Hones, Inc., oes 
Hopson Co., W. C..... saa ee 
Hoosier Stove , eons - 
Hussey & Co., C. G..... “i 65 
Hyfield Mfg. Co... ae . 
[llinois Zinc Co........... . 24 
Independent Stove Co.. ; 4 
International Radiator Co.. 
Jungers Stove & Range Co. oi ‘ 
Polemeell Bree. Oe. ...cccccee a 
Kirk-Latty Mfg. Co......... 1: 


Kruse Co. ....... coe 
Lalance & Grosje an Mfg. Co.. 
Lamneck Co., W. EB........ - 
Lennox Furnace | ee 1 
ff yy . ee eee acca 
Lupton’s Sons Co., David.. . 6» 


.... &, Oe eee 
Demers GM, jt cccccvces (amees 
Malleable Iron Range Co. - 
Manny Heating Supply Co.... 2: 


Maplewood Machine ry Co 
Marsh Lumber Co.......... 
Marshalltown Mfg. Co 


Matthews Banner Range Co } 
BMelbye Bree. Ce.....c.cc. 2: 
Meyer & Bros. Co., F. ; 
Meyer Furnace Co............. 
Meyers Mfg. Co., Fred J 
Michigan Stove Co., The...... 1s 
Milwaukee Corr. Co...Back Cover 


Monroe Fdy. & Furn. Co..... 


Mt. Vernon Furnace & Mfg. Co. 1: 
National Stove Repair Co..... 2 
New Jersey Zinc Co., The.... 7: 
North Bros. Mfg. Co..... ‘ 

Osborn Co., The J. M. & L. A. 7 


Parker Sup l Co 
Peck, H. E oud 

Peerless Fdy. Co.......... 

Premier Warm Air Heater Co. 
Quick Meal Stove Co. 
Quincy Pattern Co... 
Roesch, . SS oe 


Schwab & Sons Co., R. J... : 
Shaw & Sons Co., The Geo. E. 
Special Chemicals Co........ 67- 
Standard Furn. & Supply Co.. 
Standard Ventilator Co 
Stearns Register Co 
Sterling Foundry Co..... Louse 
St. Louis Tech. Inst........... 
St. Louis Heating Co.......... 
Sullivan-Gieger Co. .......... 
Summit Stove Co.......... ‘ 
2 eee 68 
Thatcher Furn. Co...... rr 
Thomas & Armstrong Co...... 76 
Tuttle & Bailey Mfg. Co..... 23 
Utica RE Givcéctnncnns cea 16 
Vaughan & Bushnell Mfg. Co.. — 


toate aa | | 
r Dir 


| omy) |] 
i” 


Vedder Pattern Works......... 12 
Vikking Ghear Cod....cccccscs . 
Walworth Run Fdy. Co...... 20 
Waterloo Register Co......... 12 
Whitney Mfg. Co., W. A...... 71 
Whitney Metal Tool Co...... 7! 
Wise Furnace Co.............. 16 


tideck School of s. “M Trades 7) 
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CLASSIFIED INDEX 


Bail Ties. 


American Steel & Wire Co., 
Chicago, 


In. 
Bearings—Damper. 
Parker Supply Co., 
New York, N. ¥. 


Bolts—Stove. 


Kirk-Latty Mfg. Co., 
Cleveland, Ohio 


Brakes—Cornice. 


Dreis & Krump Mfg. Co., 
Chicago, Ill. 


Maplewood Machinery Co., 


Chicago, Iil. 


Brass and Copper. 


Hussey & Co., C. G., 
Pittsburgh, 


Pa. 
Brushes—Furnace. 


Hardware Specialty Co., 
Fort Wayne, Ind, 


Builders’ Hardware. 
Bullard & Gormley, Chicago, Il. 


Cans—Garbage. 


Osborn Co., The J. M. & L. 
Cleveland, Ato 


Castings—Malleable. 
Fanner Mfg. Co., Cleveland, Ohio 


Cellings— Metal. 
Burton Co., W. J., Detroit, Mich. 


Friedley-Voshardt Co., 


Chicago, Ill. 


Hopson Co., W. C., 
Grand Rapids, Mich. 


74ilwaukee Gomageis Co., 


ilwaukee, Wis. 


Chain—Sash. 


Parker Supply Co., 
New York, N. Y. 


Chaplets. 
Fenner Mfg. Co., Cleveland, Ohio 


Chimney Caps. 
Sterling Foundry Co., Sterling, Il. 


Chimney Tops—Revolving. 
Sterling Feundry Co., Sterling, IIL 


Chisels. 


Vaughar & Bushnell ae. Co., 


icago, Ill. 


Clips—Damper. 
Carr Supply Ce., Chicago, Ill. 
Waterloo Register Ce., 
Waterloo, 
Coal ~~ ag 


Peerless Foundry C 
T.diauageita, Ind. 


Sykes Co., The, Chicago, Iil. 
Cores—Auto Radiator. 


Iowa 


Curfman Mfg. Co., F. L., 
Maryville, Mo. 
G. & O. Mfg. Ga. 
New Haven, Conn. 


International Radiator Co., 
Ottumwa, Iowa 


Cornices. 

Burton Co., W. J. Detroit, Mich. 
Friedley-Voshardt Co., 

Chicago, 

Milwaukee Corrugating Co., 

Milwaukee, 


Ill. 
Wis. 


Cut-Offe—Rain Water. 
Sullivan-Geiger Cc., 
Indianapolis, Ind. 


Dry bs 

Carr Supply Co., Chicago, IIl. 
Eaves Trough. 

Abbott aifg. Co., Cleveland, Ohio 


Berger Bros. Co., 
Philadelphia, Pa. 


Burton Co, The W. J., 
Detroit, Mich. 


Clark-Smith Hardware ps 
eoria, Ill. 


Lupton’s Sons Co., oom 
Pisetetaets, Pa. 


Milwaukee Corcugeiies = wis. 
waukee, 


New Jersey Zinc Co, The, 
New York, N. ¥. 


AMERICAN ARTISAN 


Elbows and Shoes—Conductor,. 
American Rolling Mill Co. 


Middletown, Ohio 
Dieckmann Co., Ferdinand, 

Cincinnati, Ohio 
Lupton’s Sons Co., David, 

Philadelphia, Pa. 


Milwaukee Corrugating Co., 
Milwaukee, Wis. 


Elevators—Hand and Power. 


Kimball Bros. Co., 
Council Bluffs, Iowa 


Enamel—tiron. 


Black Silk Stove Polish Works, 
Sterling, Ill. 


Enamels—W ood. 
Cornish & Co., J. B., Chicago, Ill. 
Federal Varnish Co., Chicago, IIl. 


Fence Gates. 


American Steel & Wire Co., 
Chicago, Ill. 


Fenders. 
Meyers Mfg. Co., Fred J., 
Hamilton, Ohio 
Files. 
Heller Bros. Co., Newark, N. J. 


Flue Thimbles. 
sterling Foundry Co., Sterling, III. 


Flux—Aluminum. 
Roesch, Geo. E., Aurora, Ill. 


Freezers—Ice Cream. 


North Bros. Mfg. Co. 
Philadelphia, 


Pa. 
Furnace Rings. 


Walworth Run Fdy. Co., 
Cleveland, Ohio 


Garages—Metal. 


Thomas & Armstrong Co., The, 
London, Ohio 


Guards—Fire. 


Meyers Mfg. Co., Fred 


J.. 
Hamilton, Ohio 


Hammers. 


Vaughan & Bushnell Mfg. 
Chicago, 


Co., 
Ill. 


Handles—Boiler. 


Berger Bros. Co., 
Philadelphia, Pa. 


Handles—File. 


Parker Supply Co., 
New York, N. Y. 


_ a Treugh., 


W. C. Fopson C 
Grand Rapids, Mich. 


Heaters—Combination Hot Water. 
Melbye Bros. Co., Chicago, Il. 


Heaters—School Room. 


Haynes-Langenberg Mfg. Co., 
St. Louis, Mo. 


Meyer Furnace Co., Peoria, IIl. 


Monroe Fdy. & Furnace Co., 
Monroe, Mich. 

Peerless Foundry Co., 

Indianapolis, Ind. 


Standard Furnace & Supply Co., 
Omaha, Neb. 


Heaters—Warm Air. 
American Furnace Co., 
St. Louis, Mo. 


Cooperative Foundry Co., 
Rochester, pool York 

Farquhar Furnace Co., Th 
Wimington, Ohio 

Forest City Fdy. & Mfg. 

kh “Ohio 
Fox Furnace Co., Elyria, Ohio 
Maynes-Langenters Ney. Co., 


— Mo. 


Henry Furnace & Fidy. 
Ba Bey Ohio 


Hess-Snyder Co., Massillon, Ohio 


Independent Stove Co., 


Owosso, Mich. 


Kruse Co., Indianapolis, Ind. 
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Heaters—Warm Air—Continued 


Lamneck Co., W. E., 
Columbus, 


Lennox Furnace Co., 
Marshalltown, 


Mahoning Fdy. Co., 
Yo yng 


Manny Heating Supply C 
Chicago, Ill. 


— Til. 


Ohio 
Iowa 


Ohio 


Meyer Furnace Co., 


Michigan Stove Cou. 
Detestt, Mich. 
Monroe Fdy. & Furnace Co., 
Monroe, Mich. 


Peerless Foundry Co., 
Indianapolis, Ind. 


Scheible-Moncrief Heater Co., 
Cleveland, Ohio 
Schwab & Sons Co., R. J., 
Milwaukee, Wis. 
Standard Furnace & peosty Co., 
Omaha, Neb. 


St. Louis Heating Co., 
St. Louis, Mo. 


Summit Stove Co., Morrison, IIl. 


Thatcher Furnace Co., 
Chicago, Ill. 


Utica Heater Co., re uN. Y. 
Waterloo Register C 
Waterloo, Iowa 
American Steel & Wire Co., 
Chicago, Til. 
Humidifiers. 
Haynes, Kansas City, Mo. 
Indoor Closet. 


Independent Reg. & Mfg. Co., 
Cleveland, Ohio 


Jobbers—Hardware. 


Bullard & Gormley Co., 
Chicago, Ill. 

Clark-Smith Hardware Co., 
Peoria, Ill. 


Kitchen Utensils. 


Lalance & Grosjean Mfg. Co., 
Chicago, Ill. 


Lath—Expanded Metal. 


Milwaukee Corrugating Co., 
Milwaukee, Wis. 


Machines—Crimping. 


Bertsch & Co., 
Cambridge City, Ind. 


Machinery—Culvert. 


Bertsch & Co., 


Cambridge City, Ind. 


Machines—Razor Blades. 


Hyfield Mfg. Co.. 
New York, N. Y. 


Machines—Stove Pipe. 
Hemp & Co., St. Louis, Mo. 


Machines—Tinsmiths’. 


Bertsch & Co. 
Cambridge City, 


Dreis & Krump Mfg. Co., 
Chicago, Ii. 


Hemp & Co., St. Louis, Mo. 


Maplewood eee a 
Chicago, Ill. 


Ind. 


Marshalltown Mfg. Co. 
Ma rshalitown, Iowa 


Co., W. A., 


Whitney Mfg. 
Rockford, Ill. 


Mailing Lists. 


Ross-Gould, St. Louis, Mo 


Metals—Perforated. 


Harrington & King Perforating 
Co., Chicago, Ill. 


Miters. 


friedley-Voshardt Co., 
Chicago, IIl. 


Nails—Slating. 


Hussey & Co., C. G., 
Pittsburgh, Pa. 
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Nails—Wire. 


American Steel & Wire Co., 
Chicago, Ill. 


Ornaments—Sheet Metal. 
Friedley-Voshardt Co., 
Chicago, Iil. 


Gerock Bros. Mfg. Co., 
St. Louis, Mo. 


Patterns—Furnace and Stove. 
Cleveland Castings Pattern Co 
Cleveland, Ohio 
Quincy Pattern Co., ——. Til. 
Shaw & Son Co., The Geo. 
Cleveland, onto 


Vedder Pattern Works, 


Troy, N. Y. 


Pipe and Fittings—Furnace. 


Henry Furnace & Fdy. Co., 
Cleveland, Ohio 


Lamneck Co., W. EB 


Columbus, Ohio 
Manny Heating Supply Co., 
Chicago, Ill. 
Meyer & Bro. Co., F., et Ti. 
Osborn Co., The J. M. & L. A, 
Cleveland, Ohio 
Standard Furnace & Supply Co., 
Omaha, Neb. 


Pipe and Fittings—Stove. 
Hemp & Co., St. Louis, Mo. 
Meyer & Bro. Co., F., Peoria, Ill. 


Sullivan-Geiger Co., 
Indianapolis, 


Pipe—Conductor. 
Berger Bros. Co., 
Philadelphia, Pa. 
Burton Co., W. J., Detroit, Mich. 
Clark-Smith Hdw. Co., Peoria, Il. 
Dieckmann Co., Ferdinand, 
Cincinnati, Ohio 
Friedley-Voshardt Co., 
Chicago, IIl. 
Hussey & Co., C. G., 
Pittsburgh, Pa. 
Lupton’s Sons Co., David, 
Philadelphia, Pa. 
Milwaukee Corrugating Co., 
Milwaukee, Wis. 
New Jersey Zinc Co., The, 
New York, N. Y. 


Ind. 


Polish—Metal and Stove. 


Black Silk Stove Polish Co., 
Sterling, Ill. 


Posts—Steel Fence. 
American Steel & Wire Co., 
Chicago, Ill. 


Punches. 
Bertsch & Co., 
Cambridge City, 
Whitney Mfg. Co., W. A., 
Rockford, Ill. 
Whitney Metal Tool Co., 
Rockford, Til. 


Ind. 


Punches—Combination Bench and 
Hand. 


Parker Supply Co., 
New York, N. Y 


Punches—Hand. 


Parker Supply Co., 
New York, N. Y. 


Quadrants—Damper. 


Parker Supply we 
New York, N. Y. 


Manges~-Combination Gas & Coal. 
Cooperative Fdy. Co., 
Rochester, 
Gohmann Bros. & Kahler., 
New Albany, Ind. 
Hoosier Stove Co., Marion, Ind. 


Malleable Iron Range Co., 
Beaver Dam, Wis. 


Matthews Banner Range Co., 
South Bend, Ind. 


Quick Meal Stove Co., 
St. Louis, 

Ranges—Gas. 
Clark & Co., Geo. M., Chicago, Ill. 
Dangler Stove Co., Cleveland, O 


Gohmann Bros. & Kahler., 
New ya Ind. 


Matthews Banner e Beate 
yy Ind. 


Louis, Mo. 


a. F 


Quick Meal am... 4 
st. 
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Heller Bros., Newark, N. J. 


Hall-Neal Furnace 


Co., 
Indianapolis, Ind. 


Registers—Warm Ailir. 
Hart & Cooley Co., 
New Britain, Conn. 


Henry Furnace & Fdy. Co., 
Cleveland, 


Majestic Co., Huntington, 


Manny Heating Supply Co., 
Chicago, Ill. 


Marsh Lumber Co., Dover, Ohio 
Rock Island Register Co., 
Rock Island, Til. 
Standard Furnace & Supply Co 
Omaha, 
Stearns Register Co., 
Detrott, Mich. 


Tuttle & Bailey Mfg. Co., 
Chicago, Ill. 


Ohio 


Ohio 
Ind. 


Neb. 


Walworth Run Fdy. Co. 
Cleveland, 
Waterloo megtuter_@ Ce., 
Waterloo, 


Iowa 
Reg Di e 

@arker Supply Co., 
New York, 





N. Y. 


Repair Parts—Aute _—— 


Curfman Mfg. oo. & 
| Mo. 

6G. & O. Mfg. Co., 
New Haven, Conn. 


Repairs—Stove & Furnace. 
Hessler Co., H. E., a mF. 


Nattonal Stove Repair Co. 
Cincinnati, Ohio 


Ridging. 
American Rolling Mill Co., 


Middletown, Chio 


Rivetse—Stove. 


Kirk-Latty Mfg. Co., 
lees Cleveland, Ohio 


Roasters. 


Lalance & Grosjean ute. Co., 


cago, Ill. 


Rod Clips—Damper. 
Parker Supply Co., 
New York, N. Y. 


Rods—Stove. 


Kirk-Latty Mfg. Co., 
Cleveland, Ohio 


Rollse—Ferming. 


Bertsch & Ce., 
Cambridge City, Ind. 


Roof—Fiashing. 
Hessler Co., H. B., Syracuse, N. Y 


Roofing—Iron and Steel. 
Burton Co., W. J., Detroit, Mich. 


Cortright Metal Roofing Co., 
Philadsiphia, Pa. 


Friedley-Voshardt Co. —— m 


Milwaukee Corrugating = Wie. 
uk 


Sykes Co., The, Chicago, Ill. 
Reofing—Zinc. 


Illinois Zinc Co., 
New — N. Y. 


New Jersey Zinc ey Fe 
. ~ York, N. Y. 


Rubbish Burners. 
Hart & Cooley Co., 
New "Britain, Conn. 
Sal-Ammoniac. 
Chemicals Co., 
Highland Park, Ill. 
Scheols—Heating and Ventilating 
Engineering. 


Cleveland eee | Pie 
Ohio 


Special 


Scheole—Sheet Metal Trades. 


a | "eee “. Sheet Metal 
New 


York, N. Y. 


AMERICAN ARTISAN 





School—Sheet Metal Pattern 
Drafting. 
St. Louis een | Institute, 





t. Louis, Mo. 
Schools—Aut bile Radiator 
Repairing. 
Zideck School of Sheet Metal 
Trades, New York, N. Y. 


Screens—Perforated Metal. 


Harrington & King Perforating 
Co., Chicago, Ill. 


Screws—Sheet Metal. 
Parker Supply Co., 
New York, N. Y. 

Serew Drivers. 


North Bros. Mfg. 


Co., 
Philadelphia, Pe. 


Shears—Hand and Power. 


Marshalltown Mfg. 


Co., 
Marshalltown, Iowa 


Sheets—Asbestos 


Manny Heating Supply Co., 
Chicago, Til. 


Sheete—Black and Galvanized. 
American Rolling Mill Co. 
Mi motown, 


Osborn, The J. M. & L. 
Cleveland, Ohio 


Ohio 


Sykes Co., The, Chicago, Ill. 
Sheets—lIron. 
American me one Co., 
dletown, Ohio 
Osborn, The J. = r L. A. 
WBE] Ohio 


Sheets—Nickel Surface. 


Apollo, LaSalle, itl. 
Sheets—Steel. 
Sykes Co., The, Chicago, Ill. 


Shields—Heat Radiate- 


Thomas & Arrestrong Co., The 
London, 


Ohio 
Shingles—Zinc. 


Illinois Zine Co., 
New 


Sifters—Ash. 


Diener Mfg. Co., G. W., 
Chicago, Ill. 


York, N. Y. 


Sifters—Flour. 


Meyers Mfg. Co., Fred J., 


Hamilton, Ohio 


Sky Lights. 
Burton Co., W. J., Detroit, Mich. 
Sykes Co., The, Chicago, Ill. 


Smoke Pipe—Cast Iron. 


Manny Heating Sup y Co., 
od ” Chicago, Ill. 


Waterloo Register Co., 
Waterloo, 


Iowa 
Solder—Aluminum. 
Roesch, Geo. E., Aurora, Ill. 


Soldering Fiuxes. 


fal Chemicals Ce., 
ome Highland Park, Ill. 


Soldering Furnaces. 
Ashton Mfg. Co., Newark, N. J. 
Bernz Co., Otto, Newark, N. J. 


Soldering Furnace Co., 
ee ° Columbus, Ohio 


& Lambert Mfg. Co. 
nee Detroit, Mich. 


Co., G. W., 


_— Til. 
Double Blast y=. & 
* orth _ciemen. Ti. 


Diener Mfg. 


es, Inc., aon 
_ “paldwin, Lor Long Sent, N. Y. 


1 Steve Co., 
Cen ae St. Louis, Mo. 


Soldering Paste. 
Special Chemicals Co., 
Highland Park, Il. 
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Specialties—Hardware. 
Bullerd & Gormley, Chicago, I). 


Diener Mfg. Co., G. W., 
Chicago, Ill. 


Hardware Specialty Co., 
Fort Wayne, " 


Heller Bros. Co., Newark, N. 

Hessler Co., H. E., Syracuse, N. z 
Hyfield Mfg. Co., New York, N. Y. 
Lovell Mfg. Co., Erie, Pa. 


North Bros. Mfg. Co. 
Philadelphia, Pa. 


Parker Supply C- 
ew York, N. Y. 


Special EP... Co. 
Highl and Park, Ill. 


Vaughan & Bushnell Mfg. Co., 


Chicago, Ill. 
Sporting Goods. 
Bullard & Gormley, Chicago, Ill. 


Stains—Oil and Acid. 
Federal Varnish Co., Chicago, Ill. 


Stars—Hard Iron Cleaning. 
Fanner Mfg. Co., Cleveland, Ohio 


Statuary. 


Friediey-Voshardt Co., 
Chicago, 


Co., 
St. Louis, Mo. 


Stock Waterers. 
Sterling Foundry Co., Sterling, Il. 


Stoves—Camp. 


Quick Meal Stove Co., 
St. Louis, Mo. 


Stoves—Gasoline and Kerosene. 
Clark & Co., Geo. M., Chicago, Il. 
Dangler Stove Co., Cleveland, O. 


Detroit Vapor Stove Co., 
Detroit, Mich. 


Quick Meal Stove + ya 
St. Louls, 


Stoves and Ranges. 
Clark & Co., Geo. M., Chicago, II. 


Clinton Furnace Stove Co., 
Clinton, Ind. 


Fdy. Co., 
Rochester, N. Y. 


Copper Clad Malleable Range Co., 
St. Louis, Mo. 


Dangler Stove Co., Cleveland, O. 


Gohman Bros. & Kahler, 
New Albany, Ind. 


Hoosier Stove Co., Marion, Ind. 


Independent Stove Co., 
Owosso, 


Jungers Stove & Range Co., 
Grafton, Wis. 


The Matthews Banner Range Co., 
South Bend, Ind. 


Malleable Iron Range Co., 
Beaver Dam, Wis. 


Michigan Stove Co., The, 
‘Detreit, Mich. 


Quick Meal Stove Co., 
St. Louis, Mo. 


Summit Stove Co., Morrison, IIL 


Thatcher Furnace Co., 
Chicago, Ill. 


Stove Pipe Reducer. 


Sullivan-Geiger Co. 
Indianapolis, Ind. 


Tacks, Staples, Spikes. 
American Steel & Wire Co., 
Chicago, 


Tiles and Shingles—Metal. 


American Zinc Products Co., 
Greencastle, Ind. 
Burton Co., W. J., ag Mich. 


Cortright Metal Bectne Co. 
Philad elphia, Pa. 


C., 
na Rapids, Mich. 
Illinois Zinc Co., New York, N. ¥ 


Milwaukee Goesugaiins Co., 
Mi lwaukee, Wis. 


Ill. 
Gerock Bros. Mfg. 


Cooperative 


Mich. 


Til. 


Hopson Co., W. 
Gra 


Thomas & Armetreng G>.. Fi The, 
don, Ohio 
Tinplate. 
Osborn Co., The J. M. & L. 
Cleveland, *Sato 
Tin—Perforated. 
Harrington & King Tsang 
Co., cago, Il 
Toole—Auto oo 
Curfman Mfg. Co., i 
Maryville, Mo. 
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Tools—Carpenter. 
North Bros. Mfg. 


Co, 
Pniladeiphia, Pa. 


Vaughan & Bushnell Mfg. Co., 
Chicago, [Iil. 


Tools—Tinsmith’s. 


Bertsch & Co., 
Cambridge City, 


Dreis & Krump Mfg. Co., 
Chicago, Il. 


Ind. 


Hopson Co., W. C., 
Grand "Rapids, Mich. 


Maplewood eee 


icago, Til. 
Tools—Tinsmith’s—Cont. 
Marshalitown Mfg. Co., 
Marshalltown, Iowa 
Vaughan & Bushnell Mfg. Ce., 
Chicago, I1l. 
Viking Shear Co., agg Pa. 
Whitney Mfg. Co., W. 
Rockford, Til. 
Whitney Metal Tool Co., 
Rockford, Ill. 
Torches, 
Ashton Mfg. Co., Newark, N. J. 
Bernz Co., Otto, Newark, N. J. 


Burgess Soldering Furnace Ca, 


ey Ohte 

Clayton & Lambert te. Oh 
t, Mich. 

Diener Mfg. Co., .' —y 
Chicago, Til. 


Double Blast ae. Co., 
No vy 4 Chicago, Ti. 
Hones, Inc., Chas. 

Baldwin, Leas nes, N. Y. 


Quick Meal Stove Co., 
St. Louis, Me. 
Transit Companies, 


Cleveland & Buffalo Transit Co., 
, Cleveland, Ohio 


Fanner Mfg. Co., Cleveland, Ohio 


Val ves—Humidifier. 
Haynes, Kansas City, Mo. 


Varnishes. 
Cornish & Co., JZ. B., Chicage, Ill. 
Federal Varnish Co., Chicago, IIl. 


Ventilators. 
Berger Bros. Co., Philadelphia, Pa. 
Friedley-Voshardt Co., 


Ghicage, I1. 

Milwaukee Corr ting Co., 
lwaukes, Wis. 

Standard Ventilator Co. 

Lewisburg, Pa. 

Thomas & Acmateny Si The, 
ndon, Ohio 

Ventilaters—Ceiling. 


Hart & Gostey, Co., 
New oe Coun. 


Henry Furnace & Fady. 
Clovtiaa "Ohio 


Tuttle & Bailey Mfg. Co., 
New York 
\- mag 
North Bros. Mfg. 
Enitedeiphia, Pa. 
Water Heaters 
Thatcher Furnace Co., 
Chicago, Ill. 
Water Heaters—Oil Burning. 
Dangler Stove Co., Cleveland, O. 





Wire. 
American Steel & Wire Co., 
Chicago, Il., 
Wood Faces. 
Marsh Lumber Co., Dover, Ohio 
Wrenches. 
Coes Wrench Co., 
Worcester, Massa 
Wri UY antheas ® 
Levell Mfg. Co., Erie, Pa. 
Zinc. 
Illinois Zinc Co., 
New York, N. Y. 


New Jersey Zinc Co., The, 
New York, N. Y. 


Zine—Slab. 
1 is Zi 
Illinois ne >. Yerk, N. ¥. 
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HELP WANTED 








For paid yearly subscribers, 
AMERICAN ARTISAN AND 
HARDWARE RECORD will insert 
under this head advertisements of 
not more than fifty words WITHOUT 
CHARGE. Employers wishing to 
secure empleyes, parties desiring to 
purchase or sell business, secure part= 
ners, or to exchange, etc., will find 
that these pages offer exceilent 
opportunities to satisfy their wants. 
Clerks and tinsmiths looking for situ- 
ations will find it to their advantage 
to use these columns. Those who re=- 
spond to these announcements please 
mention that they “READ THE 
ADVERTISEMENT IN AMERICAN 
ARTISAN AND HARDWARE 





For Sale—Fine lot of electrical and me- 
chanical hand tools with chest for same. 
This is a bargain. Address E. G. Cody, 
143 West 70th Street, Chicago, Ill. 12-3t 





For Sale—Complete sheet metal shop 
equipment. Present day wholesale cost 
more than $800; will take $350 cash. Act 
quick if you want a snap. E. C. Seaton, 
Athens, Michigan. 12-2t 





For Sale — Sheet metal, radiator and 
enameling plant, emp oying ten to twenty 
men. Reason for selling, am _ retiring. 
Price, $8,000 cash. Best climate in the 
world. Charles Perrault, San Diego, Cali- 
fornia. 12-2t 


For Sale—Two show cases, one wall 
case and balance of hardware stock. A 
real bargain for anyone interested. Ad- 
dress A-46, care of AMERICAN 
ARTISAN, 620 South Michigan Avenue, 
Chicago, Illinois. 12-2t 








For Sale—1-Anderson Computing Scale; 
1-Angldile Computing Scale; 1-Steiner 
two hopper coffee grinder, % H. P. This 
material is all in first class condition. Ad- 
dress A-60, care of AMERICAN ARTISAN, 





RECORD.” 620 South Michigan Avenue, Chicago, 
Illinois. 11-3t 
For Sale—A well established sheet 


BUSINESS CHANCES 





Lightning Rods—Sell our famous Cop- 
per Cable and Section Rods—endorsed 
and labeled by Underwriter’s Labora- 
tories. Special Patented One Piece Air 
Terminals—and many other exclusive 
features with Rock Bottom Prices. Dont 
do all the hard work and let your com- 
petitor put on the rods. Write today for 
agency. L. K. DIDDIE CO., MARSH- 
FIELD, WIS. 


metal, warm air furnace, built up roofing 
business and equipment, also building. ‘The 
same is located in a desirable southern 
Indiana city of 18,000 population. Ad- 
dress C. W. Lauby, 511 Vigo Street, Vin- 
cennes, Indiana. 12-3t 

For Sale — One exclusive plumbing. 
heating and tin shop in a town of 5,000 
close to Des Moines, Iowa. Well estab- 
lished, excellent opportunity. Good rea- 
son for selling. Address A-64, care of 
AMERICAN ARTISAN, 620 South Mich- 
igan Avenue, Chicago, Illinois. 12-3t 








Wanted—To buy first-class hardware 
stcre. Central Illinois location preferred. 
P. O. Box 65, Champaign, Illinois. 12-2t 





Wanted—To hear from owner of good 
hardware store for sale. State cash price 
and description. D. F. Bush, Minneap- 
olis, Minnesota. 13-1t 





For Sale—Tin Shop. On account or 
partners aisagreeing. Address A-66, care 
of AMERICAN ARTISAN, 620 South 
Michigan Avenue, Chicago, Illinois. 12-3t 





For Sale—2,800 of 8 Ib. tinned rivets in 
100 or more lots at 7c lb. f. o. b. Chicago. 
New goods packed in kegs. Derrough 
and Moore, Champaign, Illinois. 11-3t 





Business Chances — Manufacturers, 
please send us catalogues and prices of 
30” and 36” squaring shears and gap 
shears. G. W. Meisenhoelder, Parksion, 
South Dakota. 13-3t 


For Sale — Hardware and furniture 
stock for sale; invoice about $8,000; town 
about 300; good farming section. For fur- 
ther particulars address Hazel Hardware 
Co.. Hazel, South Dakota. 13-3t 








For Sale — Metal patterns for gas 
ranges and warm air furnaces, pipe or 
pipeless; these are new and up-to-date. 
W. L. Mersfelder, 217 Butler St., Cincin- 
nati. Ohio. 13-3t 


For Sale—Tin and radiator repair shop. 
Town of 5.000 people. Warm air heating 
and ventilating. Located southwestern 
Iowa. Will stand the closest investiga- 
tion. Priced to sell. Best of reason for 
selling. Address A-74, care of AMERI- 
CAN ARTISAN. 620 South Michigan Ave- 
nue, Chicago, Ill. 13-3t 


Business Chances — A real first-class 
sheet metal worker, furnace man and 
auto radiator repair man will buy small 
sheet metal shop or will furnish equip- 
ment and services where there is a good 
location or will take charge of a shop on 
percentage basis with reliable firm. Ad- 
dress A-72, care AMERICAN ARTISAN, 
620 South Michigan Avenue, Chicago, Tlli- 
nois. 13-3t 


For Sale—New building and stock. best 
corner in live town. Northern Illinois. 
Automobile accessories, plumbing, heat- 
ing and supplies. Established 14 years. 
Fine opening to add up to date hardware 
and tin shon. both needed. If you can 
invest $15,000 write for full details to 
A-63. care of AMERICAN ARTISAN, 620 
South Michigan Avenue, Chicago, Illi- 
nois. 12-3t 











For Sale—One 3 H.P. Kewanee upright 
steel boiler with brass trimmings, steam 
gauge, injector, etc., for high or low 
pressure use, with gas burner or grates 
for coal; used only 3 months. As goo’ 
as new; cost $145; for quick sale will 
take $30 cash, f. o. b. Kansas City. Ad- 
dress J. Oscar Smith, 2833 Woodland 
Avenue, Kansas City, Mo. 12-%t 





Business Chances—Opportunity for an 
experienced sheet metal worker to take 
active part and invest from $500 to $1 000 
in a well established general job shop 
that also manufactures several special- 
ties. A live manufacturing city in north- 
ern Ohio. Address A-67. care of 
AMERICAN ARTISAN, 620 South Michi- 
gan Avenue, Chicago, Illinois. 12-3t 





For Sale — Hardware and implement 
store, small live South Michigan town of 
600; rich farming county. Sales, 1921, 
$21,000. Stock and fixtures today’s mar- 
ket, $4,500. Total monthly expense, in- 
cluding salary to owner, $300. Will easilv 
pay live owner net profit above all ex- 
pense of $2,000. Established more than 
thirty years. A real opportunity. Present 
owner going®into auto business. Address 
A-45. care of AMERICAN ARTISAN, 620 


South Michigan Avenue, Chicago. Illinois. 
12-2t 








HELP WANTED 








Wanted—Job as tinner or plumber’'s 
helper. Have had 3 years’ experience. 
Donald L. Anderson, 542 N. Charter St.. 
Monticello, Illinois. 13-3t 





Tinner and furnace foreman wanted. 
We have a position open for a first-class 
sheet metal and furnace man who is ca- 
pable of taking charge of shop employing 
from 5 to 12 men. Permanent nosition for 
good man. Open shop. Address A-68, 
eare of AMERICAN ARTISAN, 620 South 
Michigan Avenue, Chicago, DTlinois. 12-3t 





Wanted—Tinner and plumber’ whvw 
thoroughly understands the installation 
and selling of a furnace, and the selling 
of steam and hot water boilers. Steady 
job to the right kind of man who fs will- 
ing to work and can produce results and 
also do clerical work in the office. This 
is the right place for the right man. Fx- 
perienced men onlv need anniv. Write 
A-59. care of AMERICAN ARTISAN, 620 
South Michigan Avenue. Chicago, ITlli- 
nois. 11-3t 


Wanted—A hardware clerk; must be 
able to help out in tin shop. Steady job 
to the right man. Give references as to 
honesty and ability. Address H. O. Ebert, 
Preston, Minnesota. 12-3t 





Wanted—A good tinner and furnace 
man also to do other work around a 
hardware store. State wages. Give age 
and references in first letter. A. C. Vieth 
and Sons, Oakland, Iowa. 12-3t 





Wanted Salesman—One that has had 
experience in warm air heating and can 
figure installations from architects’ draw- 
ings. Address W. L. Alcott, 5197 Stanton 
Avenue, Pittsburgh, Pennsylvania. 13-3t 





Wanted—Tinner and furnace man with 
some knowledge of plumbing. Steady job 
and good wages for right man. Address 
A-70, care of AMERICAN ARTISAN, 620 
South Michigan Avenue, Chicago, Illinois. 
13-3t 


Wanted—A good tinner and hot air fur- 
nace man. Have a well equipped shop, 
xood business and will give a good man 
work the year round, either eight or ten 
hours. W. H. Gates & Son, Scottsbluff, 
Nebraska. 11-3t 








Wanted—A good tinner who is able to 
do furnace and tin work and take charge. 
No time killer need apply. Will pay good 
wages and commission. Steady job in 
winter and summer for right man. L. T. 
Peterson, Denison, Iowa. 11-3t 








Wanted—A good workman, combined 
tinner and plumber, one who understands 
furnace setting. Also some knowledge of 
steam fitting. A permanent job the year 
round. Write The Dooley Hardware 
Company, Rockville, Ind. 13-2t 





Wanted—A partner in a sheet metal 
and roofing business. Operating in Iowa, 
Nebraska, Illinois and Wisconsin. The 
best town in Eastern Iowa. Average 
business between $35,000 and $40,000 per 
annum. Established over 52 years. Write 
A-50, care of AMERICAN ARTISAN, 620 
South Michigan Avenue, Chicago, Ill. 12-3t 





Wanted—A good combination plumber. 
steam fitter and tinner, electrical experi- 
ence is an advantage. Only exclusive 
business in live town of 1,800 in the Mid- 
dle West. Good chance for the right 
party with a small amount of capital to 
get in on the ground floor. If you mean 
business give full particulars in first letter 
to A-73. care of AMERICAN ARTISAN, 
620 South Michigan Avenue, Chicago, Illi- 
nois. 13-3t 








SITUATION WANTED. 








Situation Wanted—By first class com- 
bination tinner, plumber and _ furnace 
man. 22 yvears’ experience, can do esti- 
mating and figure from blue prints. Onlv 
Steady job considered. Address E. M. 
True, 303 Route 8, Los Angeles, Calif. 

11-3t 


Situation Wanted—By tinner and fur- 
nace man. Have had ten years’ expe- 
rience, can also do Radiator Work. Am 
married and desire steady work. State 
wages and particulars in first letter. L. 
W. Hoffman, 102 North Avenue, Girard. 
Ohio. 12-3t 


Situation Wanted—By a single man. 
51 years of age. one who understands the 
sheet metal trade in all its branches. 
Can take charge of shop and handle men. 
State wages and condition of shop in first 
letter. Towa or Nebraska preferred. 
Herty Hanson, 314 East 5th Street. Des 
Mcines, Iowa. 8-ufn 











Situation Wanted—By first class tinner 
and furnace setter. Have had 26 vears’ 
experience, can cut my own patterns. 
married and nothing but steady job con- 
sidered. Small place preferred. State 
wages. etc., in first letter. B. J. Haw- 
kins, 420 North Madison Street, Green 
Bay, Wisconsin. 11-3t 


Situation Wanted—By sheet metal 
worker with 20 vears experience, can lay 
out my own patterns, am neat workman, 
steady and reliable. Steady job pre- 
ferred and on the Pacific Coast. Please 
state wages and kind of shop in first let- 
ter. G. Baker. 1904% South 1lith Street. 
Tacoma, Washington. 11-3t 














